
1 The Test Market Station recently studied by the University of Wisconsin, 

2 The current Test Market Station for B&M Beans and Brown Bread. 

3 The future Test Station for a big Farm Study. 
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reaches 




of all Baltimore homes every week! 

That's penetration for you! As the Cumulative Pulse 

I 

Audience Survey shows, just about three-quarters of all 

1 

1 the homes in Baltimore are reached weekly by W-I-T-H. 

j At W-I-T-H's low, low rates, W-I-T-H delivers Ksten- 

ers at the lowest cost-per-thousand of any advertising 
medium in Baltimore. Just get your Forjoe man to tell 
you the whole W-I-T-H story! 

IN BALTIMORE THE BIG BUY IS 




Tom Tinsley, President R. C. Embry, Vice-President 

Represented by Forjoe & Co. 
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More "Monitor" 
may be offered 



CJ's deal is 
fjim bombshell 



SAC wants 100% 
show reuse pay 



'Disneyland" 
rides again 



Polls show anti- 
fee *¥ trend 



Despite talk of weekday daytime "Monitor" on NBC Radio, likelihood is 
that more hours during weekend will be offered to national clients 
first. Web will probbaly add 11 hours for network sale to current 14 
hours in network option time now being sold. New periods would be 
11:00 p.m. Saturday to 8:00 a.m. Sunday; 10:00 p.m. to Midnight Sun- 
day. Additional time for national sponsors is being planned because 
of sales success of "Monitor," with 72% of time sold on average (na- 
tional sales went as high as 97% on 4 July weekend). If okayed, week- 
day "Monitor" would probably be 2-hour strip. 

-SR- 

Effect of General Tire's purchase of RKO Radio Pictures Corp. on 
Hollywood has been king-sized jolt. Overnight, GT ' s subsidiary Gen- 
eral Teleradio has landed control in §25 million deal of huge (over 
400 films) RKO backlog of features ranging from "The Informer" to 
"Notorious," making it kingpin of tv feature film rental bu s iness and 
giving it potential of a "film network," Outsiders now predict that 
a few of choicest items may wind up as 90-minute network "spectacu- 
lars," others will be formed into new packages of a la "Million 
Dollar Movie" with top rental prices. RKO will continue to distribute 
theatrical films. 

-SR- 

Cost of program film reruns may skyrocket in fall if SAG gets its way. 
Union demands 100% of minimum scale payments to actors for second and 
third film runs in negotiations with Alliance of TV Film Producers. 
Contract expired 20 July, At SPONSOR'S presstime request for federal 
mediation was in offing. 

-SR- 

Fact 90-minute preview of Disneyland Park on ABC TV 17 July ran rough- 
shod over opposition bodes well for web's "Mickey Mouse Club," to 
debut in fall. Trendex rating for 15 cities gave "Disn ey land" prev iew 
19.5 rating , with 58.4% share of audience during hour and a half. 
CBS ran poor second with 9.1 rating, 27.3% share, while NBC got only 
1.2 rating with 3.6% share (NBC shows were "Do it Yourself," and 
special hour program on Geneva Big Four summit meeting). ABC is now 
pitching to sponsors argument that appeal of Disney characters to 
children will attract adults to tv screen during 5:00-6:00 p.m. period 
of "Mickey Mouse Club." 

-SR- 

Continuing agitation on fee tv front reflected by recent newspaper 
polls, both of which showed strong opposition to coin-box video. 
Statewide survey by Minneapolis Star & Tribune showed 72% of all adult 
tv householders against fee tv with 22% in favor. Poll by El Paso 
Herald Post came up with thumping 15-to-l vote against subscription 
tv. Meanwhile, date for public hearings on fee tv question draws 
near with deadline for rebuttal comments to FCC set at 11 September. 
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TvB promotion 
spending up 



Local am show 
audience cume 



Spot dollar 
figures sought 



Ronson returns 
to net tv 



Why PM dropped 
"I Love Lucy" 



CBS Radio push 
on tailored webs 



Promotion activities by TvB in its first year are running at high 
gear, as members keep coming in. TvB is now spending at rate well 
ov e r $400,000 annual budget set when group got underway 1 January. 
New members announced last week included 5 stations, one rep. Total 
membership is now 140 stations, 8 reps, one network (CBS). New sta- 
tion members are KTRK-TV, Houston; WCPO-TV, Cincinnati; WEWS, Cleve- 
land; WMAL-TV, Washington, D.C.; WUSN-TV, Charleston, S.C. New rep 
member is Branham Co. Reps already members are Blair-TV ; Free & 
Peters; Harrington, Righter & Parsons; Hoag-Blair ; Katz Agency s 
Meeker-TV ; Edward Petry. 

-SR- 

Degree to which single radio show can accumulate audience is shown by 
Nielsen Station Index for New York City. April report showed one 
m orning music strip reached 1 7 0,000 homes per broadcast , 902,000 
different homes in 4 weeks. Figuring average of 1.5 listeners per 
home, 4-week total comes to 1,353,000 perscns catching one show on 
one station. 

~SR- 

Renewed efforts to gather detailed data on spot radio expenditures 
will be made in fall. RAB will query cross-section of stations to get 
doll ar figure s by brands . These would be released quarterly. James 
M. Boerst, publisher of "Spot Radio Report," will make intensive 
canvass of ad agencies for spot radio facts. "Spot Radio Report" now 
runs data given by agencies, but number of brands reported is small. 
Still burning question of how spot data — both radio and tv — should be 
gathered is subject of questionnaire in current issue of SPONSOR. 
Questionnaire is directed at sponsors, agencies, reps. (For details 
on questionnaire and background of 20-year-ef f ort to unearth spot air 
spending, see page 25. ) 

-SR- 

Ronson's late-summer plunge into network tv through Norman, Craig & 
Kummel (formerly Wm. Weintraub agency) is part of agency's rapid tv 
build-up. Firm's 52-week sponsorship of 2 nights of CBS TV Doug 
Edwards, starting 24 August, marks Ronson 's reentry into network after 
5-year hiatus. Ronson 's $ 3.5 mil lion tv expenditure will bring 
agency's tv billings to $11 million, according to radio-tv v. p. Walter 
Craig, "although we started from scratch in January." 

~SR- 

Trade press reports Philip Morris dropped tv in favor of print are 
incorrect, SPONSOR learned in doing story on PM's Marlboro. Actually, 
s witch is from networ k to s pot. Though final budgets aren't set,, ad 
director Roger Greene expects more than half this year's ad dollars 
will be spent in spot tv, radio. Move is spurred by feeling time for 
change of ad pace had come. Additional factor: firm believes brief, 
simple copy story does not require lengthy program commercials. This 
is reason behind company's cancellation of "I Love Lucy," "Public 
Defender" not dissatisfaction with shows themselves. (See page 28.) 

-SR- 

Latest CBS Radio presentation puts new emphasis on way advertisers 
can tailor web to s pecific geogr aphic areas. Cited among clients 
using limited networks are Amoco, with Atlantic Coast skein; Corn 
Products, with Southern lineup; Hanam Brewing, with Midwestern web. 
Dubbed "New Patterns," CBS presentation highlights growing flexi- 
bility of net radio. 

(Sponsor Iteitorts camtinues pnf;t» 
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it's a woman's world 





komo 



RADIO 
TV - FM 

KANSAS CITY, MISSOURI 

Rep: Katz Agency 

affiliated with publishers of Better Homes & Gardens and Successful farmmg 



And Anne Hayes, KCMO's 
Director of Women's Activities, 
covers every bit of if admir- 
ably — from how you drape 
a picture windov\/ to when 
you use a pinch of marjoram. 
Every weekday, she's on the 
air with a fifteen-minute 
radio program and a half-hour 
television show. Keeping 
Mid-America's discriminating 
homemakers interested (which 
Anne does with ease) takes 
background and experience, 
training and talent. Of these, 
she has a sufficiency. 

Her informative and helpful 
advice to women has won her 
an impressive list of citations — 
like the Foster Parents Plan 
Award, Advisory Board 
appointment for the American 
Women Broadcasters for the 
United Nations, First Honorary 
Member of The American 
Women's Business Association 
and special recognition from 
the Women's Chamber of 
Commerce, as well as a 
Community Service Award 
from the United Funds 
Campaign Agencies. 

Covering a woman's world 
is all in the day's work for 
Anne. Hearing and seeing her 
is all in the day's schedule 
for women audiences in 
Mid-America. 



advertisers use 




ARTICLES 



i.ct's bvinfi spot sitvndUiij out in the opvu 

Everyone agrees spot dollar expenditures of companies should be reported 
just as tliey are for all other major media. Yet progress has been slow in 20 
years of trying to reveal spot spending. Two new attempts are due soon 



Fustvst ffvowittsi i'Uti'v-tip 

Marlboro sales have been soaring steadily — and its commercials on "1 Love 
Lucy" as well as spot tv were impcrtant in successful launching of new filter- 
tip. In new strategy, for both Philip Morris and Marlboro, spot tv will be of 
major importance despite rumored switchover to print 



r«ii CO III III c» re 3 « I. s etitevtnin — and sell? 

Nashville agency, Noble-Dury, believes they can. Agency raised regional 
products to high competitive position against stiff opposition by national 
brands, Sonqs were used in animated tv commercials that actually drew fan mail 



ISAi}! finds tv stroufjer stiles spur thnu price cut 

Last year at this time Burnham & Morrill used a price reduction to stimulate 
sales. It worked but sales this year In the Green Bay, Wis. test market far 
outstripped last year's, with tv the spur to sales rather than price cuts 



Kndio helps make Boston top iVfi.sfi territortf 

Though nationally Nash ranks 13th In car sales, in the Boston area it is In ninth 
place. One reason: the Leo Egan "All About Sports" show nightly on WBZ, 
sponsored by 45 of the area's Nash Dealers 



T i III t*l» II i/er.s of the U.S. 

Part two of the list of timebuyers which began In the Fall Facts Basics Issue 
(II July), includes remainder of New York as well as Chicago, East, Midwest 



COMING 



llotc dt» i/«ii lick the datiliyht savititfs problem? 

This Is what agencies and networks are doing to solve the problem created by 
daylight savinqs time. It's a headache any year but worse now that New York 
City carries daylight savings time Into October 



IVfiaf K&.}l learned from its 2G'tceek tv test 

With next article Burnham & Morrill television test results will be complete. 
This is what the company feels it has learned from test market experience 



What you shouUl know about network flexibility 

The continuing pattern of changes towards flexibility has created network 
radio buying plans which come as a complete surprise to some admen. 
Here's a picture of just what the buyer can do today on the radio networks 

NOTE: For revisions of fall tv programing chart which last appeared in I I July 
Fall Facts Basic Issue, see next issue 8 August 
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MARKET 

. Spendable Income- 
over 1 Billion dollars^ 



READY ... TV Sets-1 00,000 plusf 

RESPONSIVE ... 1954 Retail Sales 
•SRDS tNBC 857,709,000* 

MAXIMUM POWER 

VIDEO . . . 100,000 WATTS 

AUDIO . . . 69,800 WATTS 

TOWER . . . 1151 FT. ABOVE GROUND 



Represented by RETRY 
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ONE GOOD MEASURE ol a medi 
urn's strengUi: does it really believe 
ill advertising— FOR ITSELF? 

KBIC, I lie Catalina Station, considers 
it no accident that 1955 is its biggest 
year in billings — AND in its own ad 
vei tisiiig. 

MEDIA galore tell Southern Califor- 
nia's e\ er-iiicreasing millions of the 
romance imisit and news they hear 
at 710 on their ratlio dial. . . . 

RADIO, OVR OWN . . . Los Angeles 
NE\VSI'AI'FRS . . . regional iMAGA- 
ZLXES . . . OUTDOOR DISPLAYS 
in Los .\ngeles, San Diego and seven 
other cities. Phis . . . 

WINDSHIELD STICKERS, 50,000 of 
them tied in with huky-nimiber 
prizes. 

SKY SIGNS llown over crowds at 
beaches, stadiums, parades. 

PROGRAM REMOTES from two mo 
bile \inits in eight Southern Califor- 
nia counties. 

DIRECT MAIL answers to fan and 
contest letters enclosing station pro- 
motion. 

SIZZLE THE NATION'S HOTTEST 
MARKET WITH THAT HOT STA- 
TION FROM COOL CATALINA: KBIG. 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3-3205 

Nat. Rep. Robert Meeker & Assoc. Inc. 
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ll'eiyiiioii(/i iW. Stjmmes. Paris & Peart, New 
York, expects to buy more daytime tv announcements^ 
this jail than ever before. He feels that frequency 
discount offers make daytime tv among the most 
reasonable buys. "Furthermore, we hate food clients,, 
and daytime, of course, is the natural time for 
reaching women. 1 expect that our pattern will 
generally be one of buying 20-second announcements 
adjurent to network shows. In the past we have 
tested the pull of such programs as Today (NBC 
7T) by participating in it. Of course, viewing 
habits differ in different cities, and we will fit our 
schedule into the pattern of housewives of a par- 
ticular locality. So far, early morning tv and 
2:00-4:00 p.m. feature film adjuccncics look good." 



Mrs. Jc'dii Heiitlerer. Scott Henderson Adver- 
tising, Tucson, Ariz., has ivords to say about "crazy- 
mixed-up rate cards," and the "inconsistent and 
poor information media provide.'^ Says she: "It's 
up to the trade press and the reps to educate tv 
and radio stations to advertise properly and get 
information out while it's hot. One step would be 
a standard rate card. Another and more important 
one from the station point of vietv would be more 
effective advertising." Adds she, the stations are 
appeuling to the busiest and toughest audience — 
agencymen. Jean's own buying philosophy: "Today, 
radio stations can sell better if they offer 'produced' 
announcements. In tv, we prefer to look for 
good local .shows and buy into them." 



George lluelder, Maxon, New York, feels that 
the threats of strikes in the hard goods industry 
and the resulting stepped-up production may be 
a boost to both spot radio and tv. "Many of these 
strikes won't come off, like the steel strike, for 
example. And manufacturers will find themselves 
with huge inventories, continued high profits, and 
higher advertising budgets, to be used in short and 
concentrated periods particularly." His account, 
General Electric, is likely to go into spot radio 
with announcement schedules in late October or 
\oveniber. Says he: "We'll buy radio in low-satur- 
ated tv marficts. Our choice will be early-morning, 
some evening in low-saturated tv markets, and a 
stress upon local personalities and live copy.'' 
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This Morning 



• «*the great new personality show on KPIX which 

...has increased San Francisco viewing by 15% and KPIX ratings for its daily 8:30-9:30 period by 44% 
in its first month... 

...outstrips all competition as a sales weapon through personality selling... 

...combines the mirth and magicianship of Sandy Spillman, the housewifely chatter of Faye Stewart, 

the singing of pretty Patti Pritchard, with guests and games, interviews and innovations, in San Francisco's 

liveliest, sellingest local TV origination. 




your Katz man for the whole 
story or telephone Lou Simon 
at KPIX -PRospect 6-5100 



NO NORTHERN CALIFORNIA SALES CAMPAIGN IS COMPLETE WITHOUT 



■ ® 



WESTINGHOUSE BROADCASTING COMPANY, INC. 



A N N E L 



SAN FRANCISCO, CALIFORNIA 
Ajjiliiiled u ilb CBS Teleiisioii Setuork 
Represented by the Kiitz Agency 




WBZ-WBZ* • WBZ'TV. n^<r»> 
KYW . WPIZ. pl„l.,J,lf*,j 
KOKA • KDKA TV. P,mk>.rgl> 
WOWD. /er/ U 

KEX, Peril J 

Kff>rnf*llfJ h r rrf & Pftert, fuc 
KPIX. ^tt f'fJ tlit* 
Hcpfccnitd by 1 tff Katz. A^ettcj 
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Today there's a bigger difference than ever on Mutual — 
both in how much you get and how little you pay. 



Nowhere else will you get such powerful local impact- 
through a network fabric with all the strength of 
"hometown" radio . . . or such co verage-from- within 
of markets both with and without television . . .or 
such a big-audience "extra" in out-of-home listening. 



WITH A 
NEW KIND 
OF 

RATE CARD 
...FOR A 
NEW KIND OF 
RADIO 



And nowhere will you find more for your money than 
in Mutual' s new rate Cctrd. You can now (for example) buy 
15 minutes on 557 stations for ^2,970. Or a quarter-hour 
air-time cost for each station of only 



$5.34- 



Or only 



^1.78 per commercial minute. Day or night. It's good value 
for Watertown or Waterbury. . . a bargain for Memphis or 
St. Jo... almost unbelievable for New York or Los Angeles. 

And it doesn't take a slide-rule to see how little 20 or 30 
seconds would cost! 



These low, low rates make Mutual the network of best buys 
in all radio today — for a sectional or national program, 
for maximum saturation, for large and small advertisers. 



And for you, too. Ask for a "reading" on Mutual' s new rate 
card. See how it gives your budget far more local sell — 
on the "plus" network . . . 



MUTUAL Broadcasting System 





/v/^ A $297,000,1 
BONER! 







Recently ah ad appeared 
in this magazine above our 
signature stating that we 
served "nearlj' a ^3,000,000 
market." 

Of course, the figure 
should have read $300,- 
000,000. 

And that's an impressive 
figure . . . particularly when 
it represents the buying 
power of a captive audience 
living in an area surrounded 
by 7,000 to 9,000 foot moun- 
tains, natural physical bar- 
riers to outside radio and TV 
penetration. And too, per 
capita income of this area 
of Washington State is 16% 
above national average, and 
sales performance 160% 
above national average. 

Yes, our quoted market- 
figure was a boner, . . . 
but time buyers don't pull 
boners when they buy KPQ! 





5000 m 

560 K.C. 
WENATCHEE 

WASHINGTON 



REGIONAL REPRESENTATIVES 
Aloore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

For/oe and Co., Incorporated 

<0n« of the BIG 6 Forjoe represented stations of Washing- 
ton State) 
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by Bob Foreman 
Cotnparetl to iv, print cttpywrilitty is ti siticciife 

Dear Eddie: 

It was good to get your letter though a bit disquieting to 
read that you have quit what I had always thought was a real 
fine agency job. Berths in a topnotch print-copy department 
are hard to come by these days, I hear. I gather you departed 
in high dudgeon and, if I understand them, your two big 
reasons were: 

a) because the agency was getting more and more research- 
minded forcing you old print thinker-uppers to look at some 
charts on occasion and 

b) because the agency has changed in the last few years 
and the account men have "gained the upper hand." 

You're gonna bate me, son, but my sympathies are on the 
other side. 

In my bumble opinion, the print copywriter has too long 
been the most pampered phenom in the agency fold (some- 
thing I never realized till I escaped those warm waters and 
got dunked in television) . 

It was only after I got away from print that I realized what 
a sinecure a copy job could be. In fact, I had to walk inside 
of a story-board factory to discover that the easiest way of 
life in the business is playing the vole of "old-time copy 
genius." 

Then came the day of awakening. I was forced to learn 
the difference between a soft-edge wipe and a lap dissolve 
and along with this new vista I found out that the gents and 
ladies who thought up headlines and theme lines and sat with 
the art guys while they pushed their T-squares around on the 
big tissue pads bad just about the cusbiest job in the business. 

I, too, used to get incensed, as a print chap, when nattily 
dressed account men suggested that I alter a subhead or when 
some boob in the client's office questioned my choice of 
words. I often took that grand pose behind a closed door, 
feet on desk, and incommunicado while my wounded soul 
was allowed to beal so that I could expose it to the Philistines 
once more. 

Eddie, my friend, you ought to get into tv — if only for a 
month or so. It'll give you a chance to utilize that superb 

{Please turn to page 66) 
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Is This 

"COVERAGE"? 



VIDEODEX MAY, 1955 


REPORT 






LINCOLN 


-LAND STUDY 






Soulhern N«brask 


a and Northern Kansas 




Summary Table — Average Ratings' 


— TV Homes 






KOLN-TV 


••3" 


"C" 


-D" 


1 

' SUNDAY: 1:00 — 5:00 P.M. 


12.7 


4.8 


8.2 


2.1 


5:00 — 11:00 P.M. 


17.9 


8.4 


9.5 


3.3 


MONDAY THRU FRIDAY: 










1:00 — 5:00 P.M.. 


10.6 


5.1 


5.5 


2.3 


: 5:00— 11:00 P.M. 


1 9.8 


9.4 


9.0 


2.8 


i SATURDAY: 1:00 — 5:00 P.M. 


16.3 


5.8 


5.8 


2.0 » 


1 5:00 — 11:00 P.M. 


21.0 


10.8 


9.8 


2.9 » 


' TOTAL: 1:00 — 5:00 P.M., 


1 1 .7 


5.1 


5.9 


2.2 ( 


j 5:00— 11:00 P.M. 


19.7 


9.5 


9.2 


2.9 1 



WKZO — KALAMAZOO 

WKZO- TV — GRAND RAP1DS-KALAMA200 

WJEF — GRAND RAMDS 

WJEF-FM — GRAND RAP1DS-KALAMAZOO 

KOLN-TV _ UNCOLN, NEBRASKA 

Anoci«f*d witK 
WMID — PEORIA. ILUNOIS 




THIS HALF 
IS 

NEBRASKA'S 
OTHER 

BIG MARKET. 




YoU'KE HALF xVAKED IX XEHHASKA COVKKAGK 
IF VOlj DON'T J{KACH LIXCOLX-LANI) 42 coimt,ios 
with 20(),()()0 fjiiiii lies — 12.1.000 iiiHliiplicjited by ;iii> ollu-r 
^Ijitioii. llic N'idoodex tjihle .ilutws that KOLX-TN' {iris 
ahnosl as many LIXCOL^s-LAXI) \ iowers a* llir ihn^o olh«>r 
stations combined — both afternoon and night! 

The KOLX-TV touer is 75 miles from Omaha! riii.* 
Li X(]OL.\-LA.\D location is farther rcnio\ed fnnn llie 
Omaha market than is Cincinnati fr(tm Dayt(tii. Hnffalo 
from Jtocliester or Toledo from Detroit. 

Let Avery-Knodel pi%e yon all the facts on KOL"\-T\ 
the official CHS-ABC outlet for 5ontlierii Xebrask.i and 
Xortherii Kansas. 

CHANNEL 10 « 316,000 WATTS • LINCOLN, NEBRASKA 

KOLN-TV 



COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 

Avery-Knodel, Inc.. Exclusive Xalional Representative?' 



25 |ULY 1955 



/I 






1 




vi 







ttai 



si-o.sson inviles letters to the editor. 
Address 40 E. 49 St., New York 17. 

P&G 

Your ven iiifoi nmtivt' ailkles on 
how l*ro(tor & Canilde operates were 
eltlier wonderful or luiglit) ilangerous. 
They leave nie with a feeling that I 
know all about selling soaps. I found 
the series a wonderful course in a 
j)hase of advertising in which I have 
had no experience. 

If your articles have misled nie. I 
wish some of the soap bo)'s would 
write in and wise me up. 

Joseph Stone 
V.P., Copy Dept. 
J. Walter Thompson 
New York 



FALL FACTS 

The mere size of your 11 July issue 
sort of overwhelmed me when it ar- 
rived; yesterday, but I decided to read 
it over a nice long weekend. However. 
I took it home with me and decided to 
just glance through it after dinner. 

Well, you know the rest of the story. 
My "glance" lasted several hours and 
I marked section after section for still 
further study. 

Your corps of editors deserve the 
Congratulations of the entire television 
industry for your excellent presenta- 
tion of such a mountain of important 
facts concerning the many facets which 
have developed, and which apparently 
are continuing to develop on an even 
greater scale, in the industry. 

Congratulations and best wishes for 
your further achievements in the work 
you have undertaken. 

R. R. Kaufman 
President 

Guild Films ' 
Neio York I 



TIMEBUYERS' TIPS 

I thought that the recent feature on 
advice to young timehuyers was ex- 
cellently done. 

There was immediate reaction to it 





Sincere ^>'> 



copy 




Buy any 2 of these stations and get a J% dis 

» and besf of a// « 

Buy any 3 or 4 of these stations and get a 1 1I 




WIMG" I WCOL 



WIZ 



DAYTON 



COLUMBUS 



S P R I N € F 
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SPONSOR 



ETWORK... 



1 M<l III lll<* lll-l NNO-lv ufl> I |J'll'lli .lIlMll 
,ll l<M-t I (l<>/<-II |l<'li|)|c llllll Mil' till! 
li|i-\ iuHl >->-ci| II .IIKl lllitll^lll l( l- 
\ri\ fjDod. 

Illl I. Mvil lilt Kl 

l.ilii iird I'rlr) iK. (.n. 

■ mil ^l^lllr(•rl i. r.-frrrlli!.- >•• llir arllrU- 
i l|>m (III lliiirliuy liiv fri'lii •!» %:i trrsii ltii«rr»" 
talili'li Mliiirari-il In itir ^7 Jiiii*- l»*ar uii t>Jtrr .11. 




iiy Air Trails Network Stations write, wire or phone collect 



Any 

■ R Representatives 
Office 

New York * Chicago 
Los Angeles * Son Francisco 




Pat Williams 
WING 

121 N. Main S>. 
Dayton, Ohio • Hemlock 3773 




iWCMI 



ATN 



Air Trails Network 



BUYERS' GUIDE 

si'ovsoit i> to l.c < (»ii^'ratiilati-<l for 
llic ( Nccptioiuil I'J.").") liuMTK (jiitiiir. I 
(■-|i<-< iall\ like llic added fcalurc- in llic 
t\ -cclioii and llic lin-akdoNMi- of «|)c- 
< iaii/cd radio iiiid l\ . J am <citaiijl\ 
fzoiii"; to make j;ood iim- of iii\ < op) 
till ou^dioul tlic \car. 

1'KTl.lt M. l!\l<l)V( II 

7 i/iirljiircr 

Foole. Ci>n<' &: Hrltling 
\i'w York 



MUDDLED MIDDLES 

Please restore our saiiil) |)o>l luiste. 
In chart three oil |)aj;e 2'i of \our 27 
June issue, aren't the "upper middle 
and "lower middle * headiiifr* traii-- 
posetl ? 

It's a jrreat stor} and ue naiit to 
quote it all o\er the |>lare. hut we can t 
figure out that chart. 

KOUEKT ROCKH? 

President 

U'GMS 

U ash., f). C. 

• Ili>Ii UoKiT* U, iif rourfcr. roiniilnrlv rii:ht. 
('Iinrt thr«'r in Xhr- ktnrj **I*of* raflin 

play tlir tarnni; niu-ir ?" hail tlir "npiirr niicldlr" 
d nd ** li>M rr ni l<l<l Ir" liraflinc* lran«pu^r«j i n rrrnr. 



CLAMORENE 

W e recall ha\iiig ?een an arli< It 
sometime during the pa>L %ear in sTON- 
.soi{ on the ^uh^ecl of Glamorcue. a 
product u^ed in home cleaning of runs. 

We would \er\ mu< h appre< iate a 
tear sheet or the date and is^ue in 
which the article ajipeared -o that we 
can look it up ourseKes. 

Da.mel H. Leu is 
iccounl E.vecultve 
Charles R.Sluart A(h erli'stng 
San Francisco 

• Ihr artirlr on (•lamnrrnr appcarrrj In ihr 
IS Nijvrnihrr I 9.> t N.uc of SPO.NSOR. SPONSOR 
i« inilrurd bj-anniiallT. Thr Indrx for Ju\j- 
IVernibrr 1 t apprarcri In Ihr 2 1 January i^^ur. 
pasr .v.**. 
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25,000 fan letters 

hailed its TV sneak preview . - » 

now The Great Gildersleeve Comedy Series 

is ready to sell for YOU! 

"The Great Gildersleeve," top-rated comedy favorite on radio for 
13 years, is ready to open broad new sales opportunities for television 
advertisers. He's the same lovable, laughable Gildy— chortle and all — 
but with the tremendous added impact of television's visual values. 

"The Great Gildersleeve" just can't miss as a syndicated TV film 
series. It's pre-tested ! 

With no advance warning, "The Great Gildersleeve" was sneak- 
previewed in a half-hour period on the NBC Television Network. 
Viewers were asked to send In their reactions. No incentives were 
offered. From this single exposure more thcni 25,000 cntliusiustic 
letters, ma)i)j signed by every member of the family, clamored for 
Gildy as a regular TV attraetion. They looked forward to weekly 
visits with Gildy, nephew Leroy, niece jMarjorie, housekeeper Birdie, 
druggist Peavey, barber Floyd, IMayor Terwilliger, and all the 
other popular favorites of "The Great Gildersleeve." 

"The Great Gildersleeve" is a TV comedy series with extra-special 
values for advertisers : 

• a big-time, established, well-loved personality 

• a wholesome approach that appeals to the whole family and will 
serve to cement community relations for the sponsor 

• powerful backing by NBC Film Division's all-out 
merchandising 

• a pre-tested capacity for attracting and holding audience 

Act fast to make sure Gildersleeve cuts his comic capers in 
your behalf ...first! Write, wire or phone now! 

NBC FILM DIVISION 

serving a// sponsors 

serving a// stations 

30 Rockefeller Plaza, New York 20, N. Y, 
Merchandise Mart, Chicago, 111. 
Sunset & Vine, Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., 
Toronto; 1551 Bishop St., Montreal. 




There's unanimity in Kansas City: 

No matter how you count the audience 

10,000 WATTS, 710 KC 

This is what Mid-Continent progrannning, ideas and ex- 
citement have achie\ed for WHB! All three national sur- 
veys— PUI.SE, HOOPER, TRENDEX— give WHB the 
top daytime spot with all-day average ratings as high as 
45.7% (Hoojjcr) . So no matter -^vhat ratings, yoti buy by, 
your best Kansas City buy is WHB. Talk to the man from 
Blair or WHB Crcneral Manager George W. Arm.trongi 




CONTINENT BROADCASTING COMPANY 

President; Todd Storz 



WTIX, New Orleans KOWH, Omaha John Blair & Co. 

Represented by Represented by Represented by 

Adam J. Young, Jr. H-R Reps., Inc. WHB, Kansas City 



the no* 1 station is 



HERE IS THE WHB LEADERSHIP LINE-UP: 
FIRST PLACE — HOOPER 

Average share of audience 7 aim,j6 p.li.i Mon.-Fri., 
May-June, 1955 

FIRST PLACE — PULSE 

Average share of audience, 6 a.nn.-6 p.m., Mon.-Sat., 
March-April, 1955 

FIRST PLACE — TRENDEX 

Average share of audience, 8 a.nn.-6 p.m., Mon.-Fri. 
Jan.-Feb., 1955 



iVeir and renew 



SMKIl 
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1« New on Radio Networks 



SPONSOR 


AGENCY 


1 STATIONS 


A m Pr Tfth.T f f O N Y 

r\ III ^1 IWOvvVi 1^ > 


BBDO NY 


' CBS 


II 


Bcltonc Hearing Aid Co. Chi 


Olian & Bronner. Chi 


ABC 


full net 


Haicl Bishop, NY 


Raymond Spcctor, NY 


CBS 


206 


Haicl Bishop, Nf 


Raymond Spcctor, NY 


CBS 


206 


Burton -Dixie Corp, Chi 
CBS-Columbia, NY 


Robt Wesley, Chi 
Ted Bates. NY 


ABC 
CBS 


90 
206 


Dow Chcm Co, Midland, Mich 
Famous Artists Schools, NY 


MacManus. |ohn Cr 

Ad.ims, NY 
FC&B, NY 


CBS 
1 CBS 


206 
23 


General Motors Corp, Fisher 

Body Div, Detr 
Gulf Oil Corp, for Gulfspray, 

Pittsburgh 
Lincoln-Mercury Dealers, Detr 


Kudncr, NY 
Y&R, NY 
K&E, NY 


NBC 
CBS 
CBS 


132 
37 


Murine Co. Chi 


BBDO. Chi 


CBS 


206 


Sleep-Eie, SF 


M. B. Scott, W Hllydw 


CBS 


206 


Wjn Wrigley Jr. Chi 


R & R, Chi 


1 (=BS 


158 



PROGRAM, time, start, duration 



Your Hit Parade; Sat 10 30-11 pm; 25 iunc: 11 
wk s 

Don McNeill's Breakfast Club; T 9-9 15 am; 13 

Sept; 52 wks 
Fred koDbins Show; M-F 3 30-4 pm. 5 mm scg; 

1 Aug; 52 wks 
Wendy Warren & the News: M-F 12-12:05 pm; 

4 July; 52 wks 
Paul Harvey News; Sun B-B15 pm; 3 July. 52 wks 
Arthur Godfrey Talent Scouts; alt M B:30-9 pm ; 

27 July: 13 wks 
Arthur Godfrey Time; Th, every 4ih F; 11-11:15 

am; 16 July; 26 wks 
Galen Drake Talk Series; Sat 10:45-55; 9 July; 

4 wks 

Fisher Body Craftsman's Guild Scholarship Awards 

Dinner; T 9-9:30 pm; 2 Aug only 
Wendy Warren & The News; M-F 12:05-12:10 

pm; 6 July; B wks 
Charles Collingwood; M-F 5-5:15 pm; PDST; 4 

July; 9 wks 

Arthur Godfrey Time; alt T W 10-10:15 am; 22 
July; 4 wks 

Young Dr Malone; (half) T, Th 1:30-1:45 pm; 

19 July; 5B wks 
Howard Miller Show; M-F 11:45-12 noon; 18 

July; 52 wks 




Burt 

Lambert i3l 



Jones 

Scovcrn (3) 



2. Renewed on Radio Networks 



SPONSOR 



Amcr Oil Co, Bait 

Coca Cola Co, NY 
Hawaiian Pineapple, SF 
Firestone Tire & Rubber Co, 



AGENCY 



Akron 



Jos Katz, Bait 

D'Arcy, NY 

N. W. Ayer, NY 

Sweeney & James, Cleve 



STATIONS 


PROGRAM, time, start, duration 


CBS 


83 


Edward R. Murrow with the News; MWF 7:45-8 






pm; 27 June; 5 wks 


MBS 


173 


Coke Time; T Th 7:45-8 pm; 5 July; 52 wks 


CBS 


174 


Houseparty; M 3:15-3:30 pm; 29 July; 52 wks 


ABC 


34B 


Voice of Firestone; M 8:30-9 pm; 13 June; 52 wks 



1. Broadcast Industry Executives 




Arnold 
Benson <3I 



NAME 



Sidney P. Allen 
Harold B. Arkoff 
John Babcock 
Perry Bascom 
Nick Basso 
Armin N. Bender 
Arnold Benson 
Alfred C. Booker 
Stephen F. Booth 
Francis L. Boyle Jr 
Alan Bress 
lames P. Brown 
jack C. Brussel 
Ed Burch 
John B. Burns 
Robert L. Callahan 
Virgil Cory 
Richard M. Day 
William P. Dix 
John Dodge 
John Donahue 
Nat V. Donato 
Robert M. Dooley 
John Eckstien 
Paul B. Evans 
Jack Fielas 
Wally Foxal 
Pete Franklin 
Hardie Frieberg 
Avery Gibson 
George Greenwood 
Art Gross 
Willard Hasbrook 
Chuck Henderson 
Don Hunter 
George E. Hurst 
Frederick Jacob! 
Dick Jackson 
C, Pete Jaeger 



FORMER AFFILIATION 



NEW AFFILIATION 



r 



MBS, NY, E sis mgr 

KMA, Shenandoah, regl sis mgr 

New Idea Farm Equipment Co, Cin, sis prom mgr 

WOR-TV, NY, acct exec 

WSAZ, Huntington, W Va, r-tv news dir 

WHAM, Rochester, asst to tv sis mgr 

CBS R Spot Sis, NY, sis prom Er adv dept 

Stokes Inst, Newark, sis mgr 

Pontiac Press. Pontiac, Mich, feature editor 

WJR. Detr, sis rep 

KCEN-TV, Temple, Tex 

KBTV, Denver, natl sis mgr 

WJR, Detr., sis rep 

KOA-TV, Denver, local sis stf 

ABC Film, Chi, mid-west mgr 

NATvAdv, Glenn Falls, NY, gen sis mgr 

TWA, publ mgr 

KEYD, Mnnpls, sis man 

WOR, NY, sis mgr 

NBC TV. NY. E admin sis mgr 

Information Unlimited, natl sis & res org, Detl: 

ABC Film, NY, Canadian rep 

CBS R Spot Sis. NY, sis dev rep 

WABC (TV), NY, supvr adv & prom 

NBC Spot Sis. Chi. sis exec 

ABC, NY. exploitation writer 

KHOL-TV. Kearney. Nebr, acct exec 

Wm Cr Mary Alumni Assoc. dir of publ rels 

TPA. NY, E sis mgr 

H-R Rcos. NY, asst prom dir 

KELO-TV. Sioux Falls, S.D., acct exec 

Guild, NY, hd, client service 

KFSD, San Diego, gen mgr 

NBC Film, NY. dir of publ 

S. W. Anderson, Chi, sis engineer 

KMOX, St. Louis, E sis rep 

NBC Film. NY. press mgr 

WOR (TV), NY. mgr of publ 

Transamerican Bcastg Corp, exec vp 



Same, vp in chg sis for E div 
Same, sis mgr 

Crosley Bcstg, Cin, dir of Town Cr Country Div 

Same, asst sis mgr 

Same, dir of news and publ rels 

Same, tv sis mgr 

Same, dir of stns prom serv 

WAAT, Newark, acct exec 

WWJ (TV), Derr, publ mgr 

Same, local sis mgr 

Stars Natl, NY, acct exec 

KOSI, Denver, comml mgr 

Same, adv Cr sis prom mgr 

KBTV, Denver, local sis stf 

Same, NY, dir of natl sis 

WLW-C, Columbus, acct exec 

KBTV, Denver, acct exec 

Same, local tv sis mgr 

Same, also tv sis mgr 

Same, E sis mgr 

MBS, Detr, sis 

Same, also E sis mgr 

Same, acct exec 

ABC, NY, asst to dir of adv. prom & publ 
Storer, Chi, midwest r sis mgr 
Same, chf, exploitation unit 
Same, asst sis mgr 

WVEC-TV, Norfolk, prom & mdsg dir 

Same, vp in chg E div 

Same, dir of res 

WNAX, Yankton, SD, prom dir 

Same, asst gen sis mgr 

KFXM, San Bernadino, prcs Cr gen mgr 

NBC. NY, mgr of field exploitation 

WFBM-TV, Indpis, acct exec 

CBS R Spot Sis, NY, contact man 

Same, mgr of publ 

Same, dir of publ rels 

Guild, NY, vp, natl sis 




David G. 
Taft (31 




Robert 
Rcuschle i3> 




Bob 

Callahan (31 



In next issue: i\'eto and Reneiced on Television (Nettcork) ; Adrertising Agency Personnel Changes; 
Sponsor Personnel Changes; Station Changes (reps, nettrork affiliation, potcer increases) 
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3. Broadcast Industry Executives (continued) 



NAME 



Charles W. Johnson 
Lewis P. Johnson 
Jack Keiner 
William E. Kelley 
Don Kerr 
George Klaycr 
William Kobicnzcr 
BcnnCt Korn 
Burt Lambert 
John B. Lanigan 
Carroll Marts 
Sam K. Maxwell Jr 
John T. McHugh 
Bill Morgan, Jr 
George H. Morris 
L. Boyd Mullins 
Robert G. Murdock 
Kenneth E. Peterson 
Charles R. Philips 
John R. Porterfield 
Roger Read 
Gary Reamse 
Robert M. Reuschle 
Raymond E. Roberts 
Marvin L. Rosene 
John D. Scheuer Jr. 



Robert Schlinkerf 
Jones Scovern 
Al Seton 
Neil Searles 
Jack Sebastian 
Frank J. Shea 
Chick Showerman 
Gene Sink 
Donald G. Softness 
Peter Storer 

G. Paschal! Swift 
David G. Taft 
Frank A. Tessin 
Russ Truesdell 
John R. Urba 
Vincent T. Wasilewskt 
Roman W. Wassenberg 
William H. Weintraub 
)r 

Robert C. Wood 
Al Yallen 



FORMER AFFILIATION 



KROW, Oakland, sis 
Storer, Chi 

Allen £r Reynolds Adv, Omaha, asst dir r-tv 

Storer, NY, sis exec 

WCTH (TV), Hartford, sis mgr 

CBS TV, Chi, midwest sis mgr 

DuMont, NY, E sis mgr 

Remington Records, NY, vp 

Ziv, NY sis mgr 

NBC TV, NY, E sis mgr 

MBS, Chi, dir central div 

CBS TV, NY, acct exec 

Joseph Katz, Bait, sr vp 

KCKO, Dallas, exec 

KNBC, Kansas City, acct exec 

KRON-TV, SF, prom dept 

KSL, SLC, asst to prom mgr 

Upper Miss R Assoc, 3 Stn Group, gen sis mgr 

WOR-TV, NY, sis mgr 

WGLV, Easton, Pa, gen mgr 

WKRC-TV, Cin, asst sis mgr 

Maxwell House Div, Gen Foods, Kansas City, sis man 
WHUM (TV), Reading, Pa., nati sis mgr 
Future mag, editor 
KSTP (TV), gen sIS mgr 
KTVI, St. Louis 



WKRC-TV, Cin, gen sis mgr 

Free & Peters, NY, vp & E sis mgr 

ABC, NY, trade news editor 

WFOX, Milw, sis mgr 

NBC, NY, press dept 

John Sutherland Prods, NY, dir of sis 

WTVW, Milw, WISN, Milw, gen mgr 

WLOS-TV, Ashcville, regl sis mgr 

DuMont TV, NY, publ 

CBS Spot Sis. NY, acct exec 



Radio Cin, exec vp 
Headley-Reed, SF, mgr 

KCSJ-TV, Pueblo, Col, program & film dir 

KTTV, LA, sis mgr 

NARTB, Wash, chief attorney 

KTVU, Stockton, Calif, gen mgr 

Wm. H. Weintraub, NY, r-tv prods 



Storer, Chi, midW sis mgr 
KMPT-TV, Okia City 



NEW AFFILIATION 



KSFO, SF, sis stf 

Same, midwest tv sis rngr 

Edward Petry, NY, asst mgr prom & sis dev, r 

Same, E tv sis mgr 

WCOP, Boston, gen sis exec 

Same, E sis mgr 

Same, sis mgr net and "Electronicam'' prod service; 
DuMont, NY, gen sis exec 
DuMont. NY, supvr of sis, o&o stns 
Same, daytime sis mgr 
Same, also vp 
Same, midwest sis mgr 
Same, also mgr, NY office 
KLIF, Dallas, sis mgr 
WCTV(TV), Hartford, gen sis mgr 
Same, mdsg & res mgr i 
Same, secy-treas 
KSTP, Mnnpis, r sis stf 
Edward Petry, NY, sis dev dept mgr, 
Storer, E r sis mgr 
Same, local sis mgr 
KCMO, Kansas City, sis rep 
WLAC-TV, Nashville, natI sis mgr 
KBTV, Denver, acct exec 
Same, vp in chg sis 

Triangle Pubis, Phila, dir of publ rcis & programii 
(WFIL (TV), Phila; WNBF (TV), Binghamto ' 
50%, WHGB, Harrisburg.) 

Same, also asst to gen mgr 

Same, bus mgr | 



Same, asst mgr of publ 
WMIL, Milw, gen mgr 
Same, Film Div, supvr of exploitation' 
Pelican Films, NY, vp in chg sis 
Same, also res vp, Hearst Corp 
James S. Ayers, Charlotte, mgr 
H-R Reps, NY, dir of prom 
WAGA-TV, Atlanta, WBRC-TV, Birminghanf, 

NY natI sis mgr 
WGR-TV, Buffalo, sis mgr 
Same, also WKRC-TV, Cin, gen rng» 
Free & Peters, SF 
Same, gen mgr 
Same, vp in chg sis 
Same, mgr of govt rels 
KSFO, SF, gen mgr & exec vp 
MBS, NY, prog sis mgr 

Same, NY, natI sis mgr 

KCMJ, Palm Springs, Calif., gen exec 



I 



4. New Firms, New Offices, Changes of Address 



Hiram Ash Adv, NY; Irwin B. Engelmore Adv, NY; have 
merged to form Ashe & Engelmore Adv with expanded 
quarters at 244 Madison, NY. 

James S. Ayers Co, Atlanta agency, opened branch at 127 W 
Seventh Street, Charlotte, NC, FRanklin 5-6146. 

Merritt H. Barnum, new adv & sis prom agency, 6 N Michi- 
gan Avenue, Chicago. 

Elan-Porter Productions, new firm, produces commercial, in- 
dustrial & tv feature films; 19 West 45th Street, NY 

Carlos A. Franco, former gen sis mgr of Crosley Bcstg, has 
resigned to form an adv, mktg & res consultant firm, 
Carlos Franco Assoc, with offices at 420 Madison Avenue, 
NY, PLaza 8-0792 

Hicks & Creist, NY, has moved to the Amoco Building, 555 
Fifth Avenue, MUrray Hill 7-5600. 



Joseph Kati Co, NY, has moved to the Amoco Building, 555 
Fifth Avenue, MUrray Hill 7-0250. 

Robert Lawrence Prods, NY, producers of tv film commer- 
cials, sis training and institutional motion pictures, has 
established a Canadian subsidiary in Toronto; John Ross, 
gen mgr of the offce. 

Reingold Co, Adv, Boston hs moved to 69 Newbury Street; 
KEnmore 6-3900. 

High Riker Adv, Albuq, NM and Prince-Alex Adv have 
merged to form Riker & Prince Adv with offices at 316 
Simms Building, Albq, NM. 

Ruthrauff & Ryan's Houston office is moving to larger 
quarters: Suite 307, Old National Insurance BIdg., 515 
Fannin Street. 

WOKY, Milw, has moved to 522 W Wisconsin Avenue, BRoad- 
way 1-8480. 



5. New Agency Appointments 



SPONSOR 



Armour & Co, Chi 
Bon Ami, NY 

Campana Sis, Batavia, III. 

Colgate-Palmolive, Jersey City 

General Motors, Frigidaire Div, Detr 

B. F. Goodrich, Phila 

Grsve Labs, St. Louis 

Grove Labs, St. Louis 

S. C. Johnson & Son, Racine, Wise. 

S. C. Johnson & Son, Racine, Wise 

S. C. Johnson & Son, Racine, Wise 

Lee Co, Kansas City 
Magnavox Cs, Ft. Wayne, Ind 
Manhattan Coffee, St Louis 
Nestle, White Plains 

NY, New Haven & Hartford RR, New Haven 
Studcbaker-Packard, South Bend 
Taylor-Reed Corp, Glenbrook, Conn 



PRODUCT (or service) 



Canned meat div 
Cleanser 

Italian balm, Solitair, Magic Touch, Sheer 
Magic 

Glance shampoo (new product) 

Air conditioning, commercial refrigeration 

Retail stores 

Bromo Quinine 

New proprietary drug products 
Beautifier 

Electric Polisher-Scrubber, (new product); 

paste wax; jubilee wax 
Glo-coat, Pride, industrial & maintenance 

products 
Work & play clothes 
Radio-phonographs, tv, electronic devices 
Dining Car coffee 
Nestle's Instant Coffee 
Railroad 

Studebaker cars & trucks 

Q-T Frosting mixes, cocoa marsh 



AGENCY 



Tatham-Laird, Chi 
Norman, Craig & Kummel, NY (Fi 

merly Wm. H. Weintraub) 
Fletcher D. Richards, NY 

Cunningham & Walsh, NY 
Kircher, Helton & Collett, Bayton 
W. S. Roberts, Phila 
Benton & Bowles, NY 
Dowd, Redfield & Johnstone, NY 
Foote, Cone & Belding, Chi 
Benton & Bowles, NY 

Needham, Louis & Brorby, Chi 

Grey Adv, NY 
Foote, Cone & Belding, NY 
Rutledgc & Lilienfeld, St. Lo»h 
McCann-Erickson, NY 
Doyle Dane Bcrnbach, NY 
Benton & Bowles, NY 
Hicks & Greist, NY 



SPONSOR 




in the 



S 



yivuuso is now ranked Aiiier- 
ini's Ik'st Test iWarket by Snles 
iM<iii<ijieiiient iM<i«^<i7.iiie. The 
raiikiiiji is aiitlientic, l)ei<iiise il 
is l)<ise(l (Ml <iii audited sliidy of 
5()o test raiiiih'iij^iis by leading; 
national advertisers over a nine- 
year |)eriod. 

liy authentic standards, WSYK 
lladio and WSYU Television are 
clearly the superior hroadcastin.i« 
services in the Syracuse market. 

Ik'st |)liysical facilities . . . best 
bical i)rojtrannnin«« services . . . 
best customer services . . . these 
important advantaj«es give the 
WSYU Stations their distinct 
leadership in Syracuse and 
throughout the §2 billion Central 
New York market. 



AfFiLiATES 




TV 



too K W 
CHANNEL 3 



RADIO 



5 K W 
570 KC 



Represented Nafionally by 
HARRINGTON, RIGHTER AND PARSONS, Inc. 



Represented Nafionally by 
The HENRY I, CHRISTAL CO., Inc. 



S Y 



A c y i E 



N 
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Milwaukee's 



here's why: 




"the voice 
of the 

BRAVES 



(fhe Milwaukee Braves 
games are naf televised} 



all-star 
programming 



Milwaukee's 
Most Powerful 
Independent 




!4 hours 
of music 
news, sports 



SOQO 



lowest cost 
per thousand 




HUGH BOICE, JR. 

Gen. Mgr. 

HEADLEY-REED, 

Nationol Rep. 





Robert Stvumpen^Darrie 

President 

Berllti Schools of Languages, New York 



Robert Struinpen-Darrie, president of Berlitz Schools of Lan- 
guages, feels somewhat sheepish when forced to admit he speaks only 
four languages. "But Charlie Berlitz (v.p. and son of the founder) 
speaks 25 or 26," he quickly added for sponsor's benefit. 

"I suggested radio advertising to some of our 27 schools in the 
country," Strumpen-Darrie continued matter-of-factly. "And I must 
say that it's been quite successful in most cases." 

These cases include New York, Philadelphia, Chicago. Miami. 
Los Angeles. San Francisco, Boston and White Plains. Berlitz' 
agency. Calkins & Holden, generally buys minutes on the high-priced 
music independent in each market. Commercials use a sophisticated 
approach. 

"The travel curve ^d Berlitz business curve are usually similar." 
said Strumpen-Darrie, "And trav elers are generally people who like 
music." 

Music lovers in the chosen markets are being told between five 
and 10 times weekly that "ya ^•ass lewblew," "io ti amo," and "ich 
liebe dich," are likely to get them in\^olved in a rather torrid ro- 
mance with a Russian, Italian or German. The results of these 
commercials have been good, and today some 50^ of Berlitz's total 
advertising budget is in radio. Some markets, like Philadelphia, 
Boston and Chicago are 100% radio. 

"An ever-increasing part of our business comes from institutions 
and corporations. For example. Standard Vacuum is one of our 
good customers," Strumpen-Darrie explained. "However, industries 
tend to move to the suburbs nowadays. Besides, we would also like 
to attract the suburban housewives. The whole pattern of school 
location may change." 

Just a few months ago, Strumpen-Darrie. a Westchester resident, 
opened up a new school in White Plains; it could be he was 
prompted in part by the fear his three children miglit otherwise 
follow in his footsteps and grow up knowing only four languages. 

"I asked my wife to bring them to New York to learn French," 
said he. "They do get lessons for free. But my wife said she cer- 
tainly wouldn't travel this far. Now can you imagine how the 
other suburban women feel about coming into the city. I mean 
the ones who'd have to pay?" * * * 
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BIGGER 



The 1955 Sales Management 
Figures Show That The WTVJ 
South Florida Market Area 
Has Increased 10.9% In Pop- 
ulation Over 1954. 

Retail Sales Are Keeping Pace 
... UP 8.9% To An All Time 
High Of $1,477,290,000. 

myj A/OW DELIVERS YOUR SALES 
MESSAGE TO 1185,200 PERSONS 
-363,600 FAMILIES. 



WTVJ is the ONLY TV Station 
Lmg you complete cover- 
^gTof the Fabulous South 

Florida ^^^^-^^^^^^^^ 

PETERS COLONEL NOW 



idsic AflRliate 




MIAMI 




FLORIDA'S FIRST TELEVISION STATION 
100,000 Watts Power — 1,000 ft. Tower 
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She's one of 1,000,000 
potential customers 
for your products- 




She's one of 1,000,000 Span- 
ish-speaking Mexican-Ameri- 
cans in the Texas Spanish Lan- 
guage Network coverage area 
who speak Spanish, read Span- 
ish, listen to Spanish-language 
radio-hut, BUY AMERICAN! 
With special emphasis on prod- 
ucts brought to their attention 
through Spanish-language radio. 
When you buy the TSLN you 
get outstanding stations in their 
areas .There are no weak links 
in the TSLN. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XEO-XEOR XEJ 

San Antonio Rio Grande El Paso 
Valley 
Represented nationally by 

NATIONAL TIMES SALES 

New York • Chicago 

HARLAN C. OAKES & ASSOC. 

Los Angeles • San Francisco 




by Joe Csida 

The Surnoff-Folsom-M'ettver-tfuts cottibitirif ioti 

A coujile of weeks ago I was about to take niy seat on the 
9:06 L.I.R.R. train out of Manhasset, when across the aisle 
I spotted Pat Weaver. With the kind of pul)licity Pat has 
been getting of recent months it's hardly necessary to iden- 
tify him here as Sylvester P. W., president of NBC. Pat's 
schedule is obviously such these days that I Avouldn't impose 
by trying to see him too frequently so I leaped at the oppor- 
tunity to join him for the 45 minutes it takes to ride from 
Manhasset to Penn Station. 

Pat was reading the Times, the Trih, the News and the 
Mirror, not all at once, of course, but the very next thing to 
all at once. He'd boarded the train at Port Washington so 
he'd already finished two of the papers. It was the morning 
the Times' Jack Gould had the piece about one of the fee tv 
proponents touting the idea of a channel carrying two pro- 
grams at the same time, and utilizing one of these for free 
and the other for fee video. 

Pat and I both read the story and began to discuss it. 
"Sure,"" Pat said, "that's multiplex, and inevitably it will 
be developed. It's a pure matter of electronics, and theo- 
retically quite simple, for a single channel to carry two« 
programs at one and the same time. I'd say the engineers 
and scientists should have it ready in roughly five years." 

As always, I was fascinated with Pat's incredible knowl- 
edge and his easy facility for thinking big. I get as much 
of a kick as the next guy out of reading about Mr. W's bongo 
board, and the swimming pool and the field glasses, handy 
for observing passing birdlife. But what I am particularly 
enchanted with is the solid base underneath this top layer 
of shownianly trimmings. I do not believe that it has yet 
been said that what Pat brings to NBC (and consequently 
to television as a whole) is, on the showmanship and sales- 
manship levels, exactly the same conunodities General Sar- 
noff has for years brought to the RCA on scientific and engi- 
neering levels, and what RCA president Frank Folsoni has 
brought to the corporation on manufacturing and merchan- 
dising levels. 

These commodities are, first, virtually uidimited vision; 
and secondly, the guts and physical and mental energy to 
fight for a new idea, no matter how nmch opposition such 
an idea may encounter initially. I had the good fortune to 
be working for Frank Folsom at the time RCA Victor intra- 

( Please turn to page 71) 
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urith 



WAVE 



you don't buy the tree 



OU BUY THE SYRUP! 



WAVE gives you the sweetest part of Kentucky — 
and at a price that's sweet, too ! 

MORE THAiN LOUISVILLK — LFSS THAN THE STATE! 
wave's 50% daytime coverage area almost exactly parallels 
the 27-county Louisville Trading Area. (42.5% of the State's 
total Effective Buying Income is concentrated in this oue 
important market'.^ 

SPARKLING PROGRAMMING — NETWORK AND LOCAL! 
WAVE is the ONLY NBC station in or near Louisville. 
We invest heavily in local programming, too. Our radio staff alone 
numbers 62 people, with more than 70% of them devoting 
themselves to on-the-air activities, exclusively. 

Don't buy the Maple tree — buy the syrup. NBC Spot Sales 
has the figures. 



WAVE 
LOUISVILLE 



5000 WATTS 
NBC AFFILIATE 



[NlSfclsPOT SALES 

National Representatives 




^^i^HI 



IN THE 
CAROLIISIAS 









N e S ( Z E 



P A C I L 



E S 



In the Carolinas, advertisers find many types of TV 
facilities . . . but only on one station, WBTV, can the 
advertiser get complete, Kingsize Facilities. 

Here, in WBTV's new $1,250,000 home with 51,000 
square feet of floor space, are TV studios measuring 
40' X 40' and 40' x 60', each wired for three black-and- 
white and two color cameras, each accommodating 
Kingsize studio audiences . . . the last word in engineering 
equipment . . . art and carpenter shops for designing and 
building any type of scenery . . . three ultra-modern 
darkrooms . . . dual facilities for transmitting color and 
black-and-white slides and films . . . Kingsize executive, 
program, production, engineering, news, sales, business, 
promotion and merchandising departments. 

Conditioned by 33 years of broadcast leadership, 
WBTV planned big . . . built big. Now more than ever, 
WBTV is your first, biggest step to TV coverage of the 
two Carolinas. 



. Tins W E FIGHT FOP, 
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WE KIGIIT FOK KKGULAK PUIIFICV HON 
OF SI'OTT>' AND RADIO FXIMmNDHTJHI^S OF 

COMl'ANIES COMPAItAHLF TO FIGIJKICS AVAII^ 
ABLE FOK ALL OTIIEI{ .MAJOR MEDIA. 
WE iJELIEVE THAT INfANV ADVER TLSERS WILL 

FAIL TO RECOGNIZE THE SI ATURE OF I HE 
SPOT MEDIA UNTIL SPOT SPENDING COMES OUT 
IN THE OPEN. THIS C^VN HURT ADVERTISERS 
AS WELL AS THE BROADCAST INDUSTRY. 



rotXT 



IS !sr<>\SOK'S Pl.ATfOKM 

rOR SPOySOR S COMI'l.ETe KDITORI fl. P/.ATFOKV 

Tlllf fTK Flf;IIT HtH, 

' P ICE 9J 




Evoryoiie AvaiiLs spot fi«»"iircs like those of other major iiieclia 
but progress has hecii slo%v. U|teoiiiiii^': two new efforts 



Among SPONSOif,-; editorial objectives is to stimulate pulAicatioii of both spot television 
and radio dollar figures Reports like the one uhich follows appear regularly in sponsok to 
aid in the fight for the facts the advertiser needs to make fullest use of the spot media. 

J. his fall will see a renewed drive in the 20 year elTort to unrover the higgot >ecvel in 
advertising: spot radio spending. It will he a tuo-pronged pu>h, directed at tuo different 
sources. The Radio Advertising Bureau will undertake a mail and phone harrage aimed at 
unearthing information from a eross-section of the nation's radio -tation-. In an unrelated 
effort, Executives Radio-Tv Senice, puhli-her* of Spot Radio Report, will make an inten-ive 
eanvass of the important air agencies. 

There's a do-or-die air ahout these twin effort* for tlie hi>tory of radio is strewn with 
examples of people who tried to tumiel into the underworld of >pot spending and found them- 
selves halked hy excessive lethargy on tlie part of stations, obsessive ?ecrecy on the part of 
advertisers — and that even more deadly harrier to action: ril-do-it-if-my-eompetitor-does-it. 
Seldom have so many people agreed that a cartain course of action was desirable without 



SPOT SPENDING OUT IN OPEN (toniinur,!) 

doing aii\thiiij; ahoiit it. 

Ironical, too. i;; the fact that so 
nnicli effort is made to get spot figures 

both radio and tv the hard way. 
While agreeing tlial puhliration of 
complete spot data would make things 
a lot easier, tiie ad aireiicies neverthe- 
less continue their time-consuming 
clonA-aiid-nrgger elTorts to dig up w hat 
the competition is doing almost as if 
tliev enjoyed it. This contradiction 
< an he explained h) the all-too-hunian 
Leiief at each ageiic) that it can 
pla\ a better game of hide-and-seek 
than the other fellow. 

Xevertheless. the weary complaint of 



one timebuying executive (a P&G 
man, no less I echoes what a lot of his 
colleagues feel about this dilemma: 
"Life would sure be easier for nie if all 
the figures were published. We sj)end 
an awful lot of time on competitive 
checking. There's a bad side to all 
this emphasis on what somebody else 
is doing. It makes you pay too much 
attention to the other guy and not 
enough to your own problems." 

SPONSOR itself plunged into the 
murky fog of radio-tv spot spending 
in gathering spot spending figures of 
major advertisers for its Fall Facts 
Basics issue (11 July ). While SPONSOR 
encountered much of the secrecy- 



QUOTES ON SPOT FIGURES PROBLEM 
FROIVI THREE TRADE ASSOCIATION LEADERS 




KEVIN SWEENEY 

Prfsiiipitt , Radio Advertising Burvau 

"The efTort being made by SPONSOR 
to uncover spot spending is com- 
mendable and its publication of 
spot figures (11 July issue) is a step 
in the right direction . . . what we need 
now Is an official industry' method of 
gathering these figures. RAB is going 
to make a college try for them 
this fall." 



OLIVER TREYZ 

President, Television Bureau of Advertising 

"The release of information about spot 
spending is badly needed. I think 
SPONSOR provided an important 
service in highlighting the problem 
aud compiling estimates. However, 
a lot more needs to be done in making 
spot tv expenditures available and iu 
pointing up the rapidly increasing 
activity in the medium." 



LAWRENCE WEBB 

Managing Director 

Station Representatires Association 

"There is no question in my mind but 
that publication by SPONSOR of spot 
figures will be a help in spotlighting 
the need for a regular sut^'ey of 
spot spending. Though SPONSOR 
could not publish figures for all 
advertisers, it was an admirable 
pioneering job." 



laden atmosphere in which the agen- 
cies operate, the data obtained indi- 
cated that where enough effort is made 
spot figures can be brought to light 
and thus cast doubt upon whether any 
advertiser can hide his spot spending 
if his competitor really wants to find 
out how much it is, 

sponsor's spot figures proved, if 
proof be needed, that spot is a major 
ad medium and that the conventional 
ranking of advertisers according to 
network, newspaper and magazine 
spending only can be misleading. 
Many of sponsor's figures on spot ra- 
dio and tv are the first to be published. 

SPONSOR gathered figures on the 
"top 100" advertisers ranked accord- 
ing to network and magazine spending 
ffrom PIBj and newspaper spending 
( from the A\PA Bureau of Advertis- 
ing). Spot radio figures were gotten 
for 42 clients, while spot tv figures 
were gotten for 40. Of course, not 
all of the "top 100" use spot radio 
and tv in their selling. Rorahaugh 
Report was the basis of some spot tv 
figures. SPONSOR concentrated its ef- 
forts on the big ad spenders, was able 
to get nearly all the figures for the top 
20. 

An example of how misleading the 
PIB-ANPA expendi ture ranking can 
be is Brown & Williamson, one of the 
Big Six tobacco manufacturers. B&W's 
gross time and space billings in news- 
papers, magazines, network radio and 
network tv came to a little over $4 
million last year, putting it No. 61 ac- 
cording to PIB-ANPA ranking. How- 
ever, B&W spent S8 million in spot ra- 
dio and tv in 1954 for all its tobacco 
products (notably Viceroy, Kool and 
Raleigh cigarettes), or twice as much 
as it spent in all other media. This 
figure is equal to sponsor's estimate 
of what all the divisions of General 
Motors spent on spot radio and tv last 
year, including co-op expenditures. Yet 
GM spent 18 times as much money in 
the other consumer ad media as B&W. 

Among sponsor's published figures 
were at least 15 advertisers who spent 
$2 million or more in spot radio and 
tv last year. They are, in order of 
spending: P&G, $12.25 million; Ford, 
S9 million; General Motors, $8 mil- 
lion; B&W, S8 million; Chrysler, $7.5 
million; Sterling Drug, $5.5 million; 
Colgate, $4.75 million; Miles Labora- 
tories, $4 million Coca-Cola, $4 mil- 
lion; R. J. Reynolds, $3.5 million; 
American Home Products, $3 million; 

{Please turn to page 86) 

SPONSOR 



V 



For ad iiici iiff(/<*r.v, tii^ffiff iiivwt'ittrs fiiiff iifffioitfif reiu'eseitlatives 

The (jiic>li()iiii;iire-l);ill()t bolow is (lo>i}^iiO(l l() liclp provide li;i-ic uvnlrd in 

order to laiiiicli ;i regular report on dollar expendilnre- iiy (dniijanie- in -[tol lele\ i-iun and 

radio. It i? addre.-sed to three <egnient> of air advertising: to advertising manager^; to 

media directors and timehnyers in ageneies; and to national representative^. From the an>v\er> 

si'ONSOH hope> to provide gnidanee for all concerned a> t<j the he^t method of -oiv ing th<' 

prohlem. Please clip this l)allot and mail to SPO.NSois at 10 K. 19th St.. i\ev\ York 17, X. Y. 



1 



HOW* WOULD VOU SUGGEST THAT TEI.EVISIO.N A.M) RADIO Sroi EXPENDITl KKS ItV ( OMPAMKS 
HK ."MADE AVAILAHLE? (CHECK ONE OF .METHODS BEUOVC OH WHITE I.N SI G(;KSTI0.N) 

Q Through advertising agencies who would release spot figures 
of clients periodically to an industry or private organization. 

□ Directly through advertisers on the same basis. 

□ Through national representatives on the same basis, 

□ Through stations on tlie same basis. 



3 



WHO SHOULD UNDERTAKE THE JOR OF COMPILLNG SPOT EXPENDITURE FIGLRES? 

□ A trade organization or organizations such as TvB and HAB. 

O A private organization or organizations such as N. C. Rorabaugh Report 
or Executives Radio-Tv Service. 

□ An independent organization to be set up by the industry. 
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IN WHAT FOR.M DO VOU THINK IT MOST PRACTICAL FOR SPOT DOLLAR FIGURES TO HE I<Sl EI) NOW? 

□ Quarterly by companies. □ Annually by companies. □ Annually by brands. □ Quarterly by brand 



IN YOUR OPINION ARE THERE VALID REASONS FOR CO.MPANIES TO KEEP SPOT EXPENDITURES 
SECRET — IF TIIEV ARE ISSUED TO CONTR QU.VRTERLV OR ANNUAL PERIOD^ ALREADY PASSED.' 



Your name. 



Jille. 



.Company. 



NOTE: Mi information clven In this qu«tK)nn»lre wUI be oomUered confldentlil by SPONSOU »nd your nime »nd compmny nam* not be goMol mini »^llh 

eiprpss ptrmlssion. If you may be quoted oo your opinions cheek here , 



'^Mjucy** tvas called <tt fuHufe 

/of l^hillip 3Mat*t*is btti stutte sttatv 

Fastest-powiBg filter-tip 



Mft' JtlAKI.IlOHO IS >(>. li rilt.ir ti|) in.w wli.rr 
i ll's solil, I'.M <-xrfH l)rlif\c. CoiiimhtiMuIh ill 

CIIS 'r\' "I^ui y" ami spol Iv wrn- iiiipnrluiil 
til ((iiick ristfi Slnnvii (1. lo r.) iiniuiiil "tales 
cliurt: KoniT (Jreciii', I'M uil dim'tnr; Kit"--* 
Milliliter, Marll)i>ru brand iiiuiia^er; II. NV. 
Cliesley Jr., I'M v.)!.; Owen Siiiitli, acrouiil 
supervisor af Leo Hiiniett, Marlliori) ayiiey 

xci lenient reigns at 100 Park Ave- 
nue these dajs, and the <ira|)li in the 
picture at left tells why. Ihe sales 
curve that continues to rise shnrpjy on 
the wall after it leaves the chart tells 
the Philip .Morris Inc. e\efUti\es aud 
agency man <:athere(l hcforc it that the 
firm's new filter-tip hahy, .Mnrlhoro. is 
a \vliop|)ing success. 

he new Marlhoro has enjoyed it 
rate of acceptance faster than that of 
any other major cigarette since the in- 
troduction of Philip Morris in the mid- 
Thirties," declares George Weissman, 
v.p. and assistant to the president. On 
the basis of field reports from sales- 
men, distributors and jobbers, he says, 
the company estimates that Marlboro 
has already grabbed third place behind 
Viceroy and Winston among filler lip 
cigarettes in its distribution area, 
which includes about GO^'c of the coun- 
try's population. 

In the fiercely competitive cigarette 
business this is no mean achievement. 
It will be even more remarkable if the 
present company expectations for the 
brand are realized. By the end of this 
year, say company spokesmen, Marl- 
boro will probably be among the top 
10 of all cigarettes, third in filter vol- 
ume nationally, and number two in the 
firm s ranking of its eight brands, right 
behind Philip Morris. 

Vi'hy has Marlboro apparently suc- 
ceeded where similar ventures have 
either failed or barely held their own? 
Essentially, the success is due to the 
winning combination of adroit adver- 
tising, whose main emphasis has been 
on network and spot tv; an intriguing 
new package; and product appeal. 
Most important of all. ^Marlboro has 
cashed in on the filter-tip trend. 

The rise of Marlboro coincides with 
the sales drop of the Philip Morris 
brand. In 1954. according to Harry 
Wootten, tobacco industry consultant 
who regularly estimates the industry's 
sales, Philip Morris output dropped 
17.9% from the year before, although 
it still remained number five among 
the big five. This was brought to the 
attention of the advertising industry 



\\\u-n the firm unnoiim ed it wa^* ean- 
celling its sponM)r>hip of tv's top-rated 
show / Lt)Vf Iaii \ after fixe \ears. 

The caiicellalidii news sparked 
varied interpretaiioiis., some nf whiih 
saw l.iicy failing a^ a saK'S vehicle. 
The-^c C(nnmeiils overlooked llie impcn - 
lanl faet that l.ncy wa>i aKo carrstng 
Marlboro connnen ials. The .show was 
thus in the < nrions po>ilion of being a 
sales vehicle for a rising and a (le< lin- 
ing brand at the same time. 

The Philip Mcjrris - .Marlboro - /.//ry 
triangle demonstrates anew the oft-for- 
gotten truism that advertising does not 
work in a vacuum. Prcjfonnd changes 
are under way in the cigarette busi- 
ness, and no tv program, however po- 
tent, can be exptxted by itself lo hold 
those changes ba< k. 

All the leading standard lengths 
showed output drops between 19.5.3 and 
195 I. Camels dropped from 106.8 l»il- 
lion to 89.0 billion, Lucky Strike from 
71.0 billion to 65.2 billion, Chester- 
field from 54.5 billion lo 42.0 billion, 
Philip Morris from 30.2 billion to 24.8 
billion. iW'oolten estimates.) 

Of the leaders, only Pall Mall 
showed a gain, from 50.5 to 54.5 bil- 
lion; the important thing here is that 
the brand is king-size aud given a 
filter-type ad treatment. 

For the big swing is on to filtered 
smoking. W'ofitlen shows filler cigar- 
ettes at over 37 billion for 1954. 



IM.I'^J of total cigaretlc \olijmc. 'I be 
industry estimates that filli'is shonid 
grow to about 20' J of the total by the 
eiul of 1955, In 1953, filters maile np 
oid\ 3.3'^ of the total. 

I Ik- Philip .Moi ri^ sales drop, in 
short, is not miiqiie, in fa< i (Jiesir i- 
fi<-i(l de< lin('d an csfu pr<'aler umonnl, 
some 22.9';, air<l lh<- CaiiK-l I5.9S 
decrease uas iu)t far behind llie \l.')"t 
fall of Philip .Morris. 

I bis is (K cnrring in llie faec of an 
indiisti \ -H idc (Iceline in eigar< tle cun 
sumption uhi< li amounted to '1.7'^'c in 
19.51. ()\er the ])r<"<('diiig sear, atcord- 
ing to W ootten. The unit loss < anie to 
18.2 billi(m, ont of a 19.53 tcjtal of 
3H6.8 billion ( igarettes nKinnfaftured. 

In a 12 Ma\ rejiort U) the \ssoci- 
nled Tobae< o Maniifa< tnrers, in Hot 
Springs, \'a., Wootten attributed part 
of the de< lin(! in unit cmisumption to 
"a(herse publieity" centering around 
the cancer (|uestion. Other factors 
citefl: (1) Increase in teenage an<l 
over-'1.5 population, who nundjcr the 
fewest smokers; {2) grrjwing popu- 
larity of king-size cigarettes, whose 
length provides longer smoking lime 
per cigarette and thus automatically 
rednces nnit consumption. 

"The impact on the industry to date 
has been lo change the complexion of 
the cigarette business rather than the 
volume of smoking the actual to- 
H 'lease turn to page 74) 



COVt'IlOV commercial helt)e<l make new fiher-rip Marlboro mass t>r"'luei. Old .Marlboro 
had been fancily packaged product with at)peal centered on wonifn in meiropolitan markets 
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Oan commerdals entertain and sell 



Xaslivillo af»eiicy proved tliey can on Iv with variety of regional brancl;^ 



his is a slory about tv commercials 
that didn't try to sell very hard (and, 
as a result, ended up by selling very 
well). 

This is a story which shows that "en- 
tertainment" in tv commercials is a 
potent selling force (but does not at- 
tempt to prove it is potent for every- 
body). 

This is a story which illustrates that 
advertising sometimes works best when 
it is indefinable (notwithstanding the 
obvious advantages of pre-testing, mar- 
ket surveys and other varieties of fact- 
ual research). 

This is a story about an agency that 
decided to throw away the book and 
do something different for one regional 
product (but found out it could apply 
the same approach to other types of 
regional products). 

The agency is Noble-Dury & Associ- 
ates of Nashville. The products are 
Frosty Morn, Valleydale and Reelfoot 

Desire to have regional products stand 
out against national brands prompted 
new tv approach by Noblc-Dury agency. 
Bill Graham, agency v.p., second from 
left, wrote commercial tunes and copy 

Way in which added impact from suc- 
cessful commercial snowballs is shown 
in bottom photograph. References to 
commercial were made in ads, package 
was redone, tv tune used on radio 




meats (all under the same ownership) ; 
Belle Camp chocolates and Martha 
White flour. The ad technique: ani- 
mation with songs (not jingles) on 
video. 

Here are the highlights of what 
Noble-Dury 's foray into the field of 
"entertainment" commercials accomp- 
lished: 

# The first commercial for Frosty 
Morn, aired over WSM-TV, Nashville, 
resulted in a sales increase of 100% 
over a period of six months following 
the commercial's first appearance early 
in 1953. Two years and two commer- 
cials later the sales increase was up 
to 200%. 

« The first use of animated com- 
mercials for Belle Camp chocolates this 
past Valentine's Day upped sales 23 
and 30% in two tv markets where the 
commercials were aired. The firm's 
sales in areas where tv was not used 
"barely got over the hump," in the 
company's own words. 

• Almost (but not quite) as exciting 
to the agency as the zoom in sales was 
popularity of the commercials among 
viewers. WSM-TV reported, follow- 
ing the debut of the Frosty Morn com- 
mercial, that its switchboard was 
flooded with calls from people asking 
when the commercial would be shown 
again. With no push from the agency, 
dance bands began playing the Frosty 
Morn tune in the Nashville area. The 
interest in the Valleydale song reached 
such a pitch that the agency recorded 
it for sale at a self-liquidating price 
(10c). Up to now 12,000 persons have 
\mid to buy a tv commercial song. 

To Noble-Dury this combination of 
sales-plus-artistic success is the vindi- 
cation of an idea that makes some 
admen shudder. In the words of Bill 
Graham, Noble-Dury vice president 
and account executive for its meat 
products (and the man who wrote and 
composed most of the commercials 
mentioned) the idea was, in effect, to 
walk in to a client and say : 

"Look, Mister — we want to spend 
lots of your money. But we don't want 



to put the emphasis on selling your 
product. Mostly we want to entertain 
the public . . . and somewhere along 
ihe way we 11 mention that your prod- 
uct is mighty good." 

This doesn't mean that Noble-Durj' 
tried something that had never been 
tried before. It does mean that Noble- 
Dury tried something it had never 
tried before and showed a strain of 
courage which points up again the 
importance of creative advertising. 

In getting away from specific sales 
points and latching on to the more 
vague and emotional aspects of selling, 
Noble-Dury was not proving that one 
method is better than the other (nor 
does the agency say that it did). What 
il did prove to its own satisfaction is 
that there are two opposite poles of 
effective advertising and that the less 
conventional approach can offer results 
just as solid as hard-sell. 

This bi-polar concept of advertising 
was expressed recently by Horace 
Schwerin, head of Schwerin Research 
Corp., during a speech at the Univer- 
sity of Michigan. 

Schwerin said his firm's recent re- 
search gave proof of something 
"creative people have long hoped was 
true: Remembrance of copy points is 
not the whole answer to commercial 
effectiveness. . . . There is another 
area besides convincing demonstration, 
an area which might be called mood or 
fantasy. ... A commercial of this 
nature establishes its own world, with- 
in which viewers accept actions and 
breathe in impressions that they would 
reject if the mood of the commercial 
were logical rather than emotive. We 
have tested commercials of this type 
that have proved extraordinarily effec- 
tive in swaying viewers toward the 
brand advertised; and we are receiving 
more and more commercials of this 
type to study from advertisers who see 
which wav the wind is blowing. 

"I like to call what I have been 
outlining here "Tv's Law of Extremes." 
By this I mean that, in examining the 
{Please turn to page 78) 
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MOST OF SIX WEEKLY B&M ONE-MINUTE COMMERCIALS NOW RUN IN MORNING SHOW ON WBAY-TV CALLED "PARTY LINE" 



In 23th weeli of 26-tceeh tv test: 




BM results show i\ is strong 
ales spur than price cnt 



Sales total for first half of July is greatest yet, topping 3,000 dozen cans 



1955 SALES AFTER 25 \^EEKS 
OF TV: 19,88:t 

1954 SALES FOR SAME PERIOD 
(NO TV) : I0,:iI8 





espite the fact that this year Burn- 
ham & Morrill allowed no promotion 
allowance on its oven-baked beans in 
Green Bay, W is., as compared with last 
year s 50C* per case deduction from 
mid-June through mid-July, sales in 
early summer continue spurting ahead. 
These are the campaign highlights in 
television weeks 24 and 25 (first half 
of July). 

1. CURRExXT SALES: Last year on 
every purchase of a case of 27-oz. B&M 
beans, grocers got a 50(^ deduction to 



encourage them to push and promote 
the product in warm-weather months — 
best sales period for beans. This is a 
substantial saving for grocers since the 
case price is about $3.40. But this year 
B&]\I elected to make no such reduc- 
tion, preferring to see how well the 
product did with its television cam- 
paign as the only impetus to increased 
sales. 

The results during the first half of 
July are spectacular in terms of the 
number of dozens of cans of B&M 
products sold — 3.009 this year com- 

SPONSOR 



|i;iic'fl witli l.filH (lo/fii la-il \('ar in iht' 
S.-III1C ]iPrio(l. While llic jjcrcciil in- 
< i(M>c l>}>'(' i> iiiii lii^li t iim|)iir('(l 
willi otlifi' iH'iiotl^ llii^ WMF ill wlilcli 
|)('i<-('iilaf;t' j:iiiii» luivr exceeded .lllO', , 
llie luliil «if ."i.nOO e;iii^ |iri>l);ild\ re|Mi<. 
^eiil-' the liii^e^l li;il f-iiioiilli s;ile^ in 
the uiej ill IJ\\I lii-li)i\. 

Tlie fuel tlial last \ ear's fnstdialf 
Jiih sah'- were deiiiiitelx iidhiled l)\ 
the 50^ |ier ea-e dediietioii in |)ii<e i> 
iiidiealed li\ what lia|)|)eiied to I5\.\I 
^ale* durini; the -(mkikI half of Jiil\ 
la-l \ear. 'IIicn prai ti( all\ hit zero, 
.-liowinj: th'at j;nH-er> had |tiir|)osel\ 
>tiK-k.etl up tn eo\er future iiei-ds rather 
llian heeau.-e of current >ah'!- expec- 
laiie\. I liu> it'- apparent that \\ith- 
out tlie allowance, sale- for (lie fir-l 
lialf of Jiil\ 19.' I wtiidd liave heen sub- 
.-tantialK lower tliaii 1.3 1 11 do/en. 
I'hal lliis is tlie case is further docii- 
rneuted In the fad that it s the 27-o/.. 
^•i/e of bean (on which the allowaiue 
was ••ninled I \\hi<'h account- for mo^t 
of the 1,51!! do/.en cans sold I see 
chart). In other periods last \ear it 
was the 18-oz. bean which was the big 
seller. 

2. TOTAL S.ALES: For the entire 
2.1-week, period of tele\i^ion ad\erti>- 
iiig. H&M sales are ahead OS*"-, based 
on tabulations to date. (It is believed, 
however, that when rapid tabulations 
made to meet sponsor's deadlines are 
tec-becked at the conclusion of the test 
more complete figures will show an 
even greater increase. 1 

The sales after 2.i w eeks of tele\ i- 
sion in 1955 total 19.883 do/.en i.ans. 
For the comjiarable period in 1954. 
the total is 10,318 dozen. This in- 
cludes three products, the 18-oz. bean: 
live 27-oz. bean; and B&M brown 
bread. 

These products received no national 
advertising support in the Green Bay 
area last \ear. The present test i? 
therefore ideally suited to measuring 
television impact, it's virtually a labo- 
ratory situation with the only new mar- 
keting factor introduced into the area 
being the 26-week television effort. 
And to add to the clean-cut nature of 
the te?t. no merchandising or point-of- 
sale activity of any organized nature 
ha? been introduced. 

The station u^ed is \VB.\Y-T\'. 
Green Ba\ , a Channel 2 CBS TV aflili- 
ate. The announcements for B&M have 
been placed in a variety of daytime 
slots, including a children"? show and 
more recently a telephone show in 



morning hours calli't) I'nrfs l.inr (see 
picture) . 

Fl Tl UF IM.W.S: Ilie lele\i- 
-ion te-l wii- -cliediiled in cud on 22 
Jiil\. sf'ns>.()i{"- next i — ne (8 Xugu-t I 
will carr\ rc-iilt> for the liiial week of 
the test pins ii rwap of the ciUiie prog- 
ie>- of the campaign. I^W! ha- not 
made a final deci-iun on it> future t(de- 
\ i-ion |)hins in the (^reeii I5a\ area and 
el-ewliere. Bnl it i- serioii-K con-ider- 
iiig eiitr\ iiitn lelcv i-ion tinriiig the 
coming \eai in a luiinber of markets. 

Sales of n^.\l product- in the (jreen 
l!a\ area will be watched ( lo-el\ ini- 
iiiediatel\ following the la-^t week of 
tele\ i-ion tu ^ee whether there is a 
earr%-o\er effe<t from the campaign. 
\ re-earcli firm, in fact. Iia- come for- 
ward with a suggestion for a folhiw-np 
stud) to determine whether customer- 
will (ontimie to repeal sales of the 
produt I. among other fa< tor?. And in 
a flit lire i.-siie ?t)nie time this fall .sin)N- 
soK will report on what happened to 
sale- after television campaigning 
came to a halt. 

\\ bolesalers in the Green Bav area 



were ipiertcti a- to what tbe\ tliou^'lil 
would happr-n to the H\\l -ales tiir\e 
afti-r the 22 Jiilx < lo-r ol llie l\ caiii- 
|iaigii. \los| (if tlio-c ( (nila< ted fi-lt 
tlieie would |«.- < Diiliimcd -(roiij; -ale'- 
timing warm weather months with a 
drop-nil ill fall ciiiiipaied \\itli iioiiiial- 
l\ higher snininer s;dr-. \ll whole- 
salers < iiiila< ted fell that (lie bi-; lis,. 
HI HAM Sides (liiriii*; lli<- pa-t siv 
months will have a lii-altli\ eile< t mi 
the product next fall e\cii without ad- 
vertising. Bill most fell lire cumpaiiv 
would be making a mi-take if it did 
not continue -ome ad\ r-rli-ing after 
the biiild-iip of the pa-l -ix month-. 

\ new ageiH v will take o\er the ac- 
(•mint elTe< ti\c I September. At spon- 
sor's pre— time. Cliarle- >. Morrill. 
IksM pre-ideiit. aiiiiouiiced appoint- 
iiient of the John (]. Dowd a.Lreiicie-. 
Bo-ton and New \ ork. re|)la( ing 
|!BI)(). Bo-toii, John Dowd told sl'ON. 
Ml!!: "We are -tndv ing re-nli- of ibe 
BikM lot as rec(jrde(l in si'ON-oit « are- 
fiillv."' -No l)asi<- change in thinking 
underlie- the agencv shift. »i'ON>«)U be- 
lieves, and new plati- will not be set 
for several weeks. ♦ * ♦ 



H&M SALES FIRST HALF OF JULY 1951 v^. 1955 

18 o;. 27 ». brftun bread 



Sal»3 by dozens of B4-M beans tnd ' * ' ' ' > 
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1934 vs. 1953 


1934 vj 


1933 


1934 vs. 1933 


.ARE.A A (.50-mile radius «f G 


reen 


Bav) 










1. MAMTOWOC, fnS. 


20 


70 


70 


23 


0 


0 


2. OSHKO^iH, WIS. 


0 


1.jO 


0 


r.9 


0 


30 


3: APPLET OX, IT IS. 


100 


:i50 


300 


210 


0 


60 


4. CILLETT, WIS. 


0 


110 


0 


7.3 


0 


0 


5. CREE.\ BAY, WIS. 


120 


.>00 


130 


4.30 


0 


110 


6. MEXO MI.\EE. MICH. 


50 


.30 


0 


0 


0 


0 


TOT.M.S A 


290 


1.2.30 


500 


829 


0 


200 


AHE.V B (30-100 mile ra.liii.s 


of C 


roen Ba* 


) 








7. EO.\D DC LAC, WIS. 


0 


.30 


50 


30 


n 


0 


8. STEVE.\S POL\T, WIS. 


0 


80 


15 


133 


0 


0 


9. WAl'SAU, WIS. 


20 


100 


10 


62 


0 


0 


10. SORWAY, MICH. 


100 


0 


350 


0 


6 


0 


11. SHEBOYGAS, WIS. 


50 


120 


98 


90 


0 


30 


12. WISCO.\SI.\ RAPIDS, WIS. 


20 


30 


15 


3 


0 


0 


TOTALS H 


190 


.380 


538 


310 


0 


30 


TOTALS A A B 


480 


1.610 


1.038 1 


169 


0 


230 



Grand total first half July 19.14: l..>18 DOZKN CA.NS 
Grand total first half July 19.55: 3.009 DOZEN CA.NS 

tTHevlslon caraptUn began 2*1 Jaoaar; 1955 
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Radio helps 
make Boston Inp 





45 ]\e\v Eiiglaiicl Nasli dealers up 
sales with $43,000 am sportscasl 



\M5Z j^iiorl^castor Eguii (r.) pre^enl^ 1951 Na-h and trophy to Red 
Sox' Jackie Jensen. Egan draws sport- fans appeal- to women by in- 
terviewing sport personalilie? like Jensen about lionie life, hohbies 



Jf he New Eiiglaiici zone was a good 
one for Nash sales, hut it was never 
outstanding — until several years ago. 
that is. In 1953 the Greater Boston 
dealers suddenly forged ahead into 
Number One jjlace among all Nash 
zones in the country and they've stayed 
there ever since. Their share of total 
U. S. Nash sales rose from the average 
5% in 1952. to 6% in 1953. 8% in 
1954 — a 60^c leap that still has Nash 
sales strategists scratching their heads. 

Part of the secret behind this New 
England sales record is the group 
spirit of the Greater Boston Nash Deal- 
ers Association, a spirit characterized 
by a cooperative radio advertising ef- 
fort which the group undertook in 
1953 (through Henry M. Frost Co.. 
Boston I . Their combined budget 
f $43,000 a year) pays for their year- 
'round nightly sponsorship of All 
About Sjwils, WBZ, at a minimal cost 
to each individual dealer. 

Aim of the program is twofold: 

1. To build traffic and sales. 

2. To make the Nash dealers belter 
known and build confidence. 

They feel that they ha\e achieved 
both aims with Leo Egan's All About 



Sports, for only S43,000. Nationally 
Nash has dropped from No. 10 to No. 
13 among all makes of cars in total 
sales, but the New England dealers 
stayed in ninth place for 1954-5, out- 
selling the other independents. 

Furthermore, the entire New Eng- 
land sales territory showed increased 
sales as a residt of the sports show. 
Dealers outside of Boston area began 
to contribute toward the $43,000 an- 
nual budget, and today some 45 New 
England Nash dealers share in All 
About S])orts. 

Before the Nash dealers began spon- 



soring this program, they gave Egan a 
r.ew Nash Ambassador and stipulated 
that he deliver commercials himself. 

"T don't think anyone realized then 
just how wise a move that was. ' says 
Bert Tracy, New England zone man- 
ager for Nash. "Leo Egan has proved 
a remarkable salesman for Nash, and 
the coojjeration we have received from 
the station has been \vonderful. 

■'In 1953, we pushed to the top of 
the Nash sales ladder for the first time 
— and stayed there. Our share of the 
Nash registrations, which had been a 
(Please turn to page 82) 



\^"BZ and dealers cooperate on promoting: *how. Station provides banners for sliov- 
rooms (left) proniotins projirani. Egan. Bert Tracv (left) watch 1953 trophy winner Piersall 
try Nash Rambler. Station hires models (right) as rigarelle girls for Nash dealer meetings 
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TIMEBUYERS OF THE U. S. 

piitilig tlie |ul>1 >('\<.'r;il yrais lire limtilxT ol men jikI uoiiic-ii ciif^iif^cd in liiiiclniN iiif; lid- 
uii>ll\ ituTca -('(h At agcncic* liiiicl)iiyiii<!; ixT-omicI lui- doiiMcd and Iriplci! o\crnif:lil. 

F nrdu'i inorc, linichii) inji pci '^oniK'l i-« known for fr('<|ncnl -hifl'*. Tlic confn-iKn in wlio liandlf- wluil 
icronnl. in ulio lui> nioNcd. in ulio new i- r)nc of llif prol'Icni- of a [)r(il)lfnidn--<'| iridn*li\'. 
•^onu" slalion rt'|)ri'MMilali\ have worked hard to maintain thoronj^h n|)-t(i-(hit<' ll-t'» of liniehn\ers. 
lu'ceiilly one sneh li.-t. picpared hy John K. l*ear>()n (>o,. was finici ()n>ly ina(h- a\ailahh' to si'On^okV 
eatkMs. The li^t i> lieinp pnhli'^hed in three parl>. The fir>t pait. eonta iiiiii^ lifting* for mo^t New 
Vork aj^encies. appeared in the 1 1 Jnly Fall Facts Hasic^ i'~>ne. I hi> i'^-ne the remainder of the 
Vew" Voik li>l a|)pear> as well a> other Ka>t Coa>t eitie>: Chieaj;o; other Mi(l\\e>lern eitii'*. 
hi?tings f()r Sontherii cities ami the \\'e--l ('oa»t will appear next i->ne (8 An<;n-t). 
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NEW YORK. N. Y. 



(CorKiriurd /ro>n II J\il\ iiwir) 



KCIIVi AIl * IIEAITY 

Jfl foji 57i>i Si., pi. I -155: 



I 



1 GKOHC.K 
VI.EXAM)KK 



HAM MOND SI'KCTOK CO. 

t-lS Park Iv. (3J}, Mf n-tlOT 

DIR. RAnrO IV-RKUARH lU AiNF 



STOK.M it Kt.KlN 

Jo VrtI tSlh Si. (36), <l 6-l7(H> 

VKTIIIK 

T.n.ev 

J M VKLKnt 

5TKEKT A FI.N>EV 

tS If.. I ;>|A SI. (30). (I tt-ITOO 
VP. RADIO lIMnU VtR IIH.bN I_IlOM.\S 

!»KC Rti\RV in nri K\ i iiomas jean wrks 



nELEN 
T1I()MV> 



Cardui 
Doiin's Pills 
Klorient Decxlorant 
K.iii-Kil 

477 Madison iir., »l' S-tftOO 

Cartrr I*roilurt», Inr, 

.Arrid - U. S. (RcRiilar & Chloroph>ll) | jyy^ 

Arrid- Canada (Regular & Spray) j CARHOI.K 

Rise - U. S. "I 
Rise — Canada V sxfvk SIKK.n 
Bingo - I'. S. j 

Presto 1 
n o Quick Oats , ' 
H-O Cream Farina i 



Lrvrr Itr 



Lifebuoy ). Jf AN 
I TAB II 



AKROI.L 
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Sil\er Dust 1 i ^^*^ „ 



Vim V« '^'-T»R 

now K 



Nox/eina Clicmical ) jfvv 

.Simoniz 1 CAKKOl.L 



i'all \l.(ll I « Vl.TKK 
j BOWK 



Smith Brothers 
Whitehall l'li.irin,icnl (BiSoDol- 
Rcgular .Minis, Cliloropliyll .Mints. 

I'owilrr; Infra Riih) j 
Mrs. Filbert's (margarine, mayonnaise, 
salad dressing) 



STKVK. StBKN 



Clark Candy 
Blue Coal 



JACK 
ANMVn 



J. WALTER TlIO.Ml'SON CO. 

42a I.ninginn ,lrr. (17). Wf 3-2000 

IIKAO riMKBL'\ KR - lAMtS O. I I CF 



... , , MARIO 
\llantis s.iles J-kikciIKK 

ALICE \»(ILF 



Brillo 



Champion 1 >|.\kI() 
Purolator Products j KIRCIIKK 



.NANC* 
^lf^ll 



Ford Dealer Adv. 



LICI \N 
CliniENE 
CLINT 
PVCK.VKI) 

r VII. 

DOI CI, V>; 
s-* <.4>l.l)l< 



ford .Motor Central 



Fund ^ ' ^"^ 

[ CIIIMEVK 



Shell Oil U' RVRKER 
f ALLfJs SVCKs 



J B W illiams 5. ^| , p^ sacks 
J 
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iiK \i) ii\inn\FR J\^^^ m smwson 



l)<ici< V Runolds I 

K.lmcr i :';V<'.V. 



Mtntholatum 



Kll(< llf l( 



tastinan Ki>dak | i-kaNK 

Scott Pai)cr j N| \l(»'ll Vl.l. 

JohnsMaiiviUe |,,^| 

j DKW K1 ^ ATK.* 

Oneida I ai.ICK WOLF 

J 



Pan-American I ^ , 



st..ndard Brands I J''^ "^"»^lt-«. 

AI.LF.V SACK«< 



e. S. Lilies ) 

W' F. Voung f ^ ^^'^ '■'"T" 

iiFU) iiMnvi\FR \NNF c. \\Rirair 

.Mil III inium I td. 

Blue Cross SMITH 
Church i Duiglit 



Ining Tnist ) s| vkio 
.National 1 Lsherics f KllllllFH 



LewrBros 1 T'^' "> 

J JlC* AliR V(,N \ 



0>>eiis Illinois iJas* I 

Pai fit Mills > ^*^<^ SMI 



>nni 



Pharmacraft ) M \Rli) 

Pond s Extract ( '"J" . ^ 

' M.li F « iiLF 



\levander Smith J^^^^. 

>IVR*IIVLL 



-'-"'^j/;v;'FVs':;;^ 

Ward Baking 



N Y. Central \ vLLF.NSacKS 
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AGENCY, ACCOUNTS, ADDRESS &. PHONE TIMEBUYEflS 



WILLIA.M II. W'KLVntAl M & CO. 

(Il.carue NOKMAN, CRAIC * KUMMKL, INC. as of 
7 July 1<».>.'>, afl.T SI'f»NSC»K'i. pr.-.'.ii,,,,- for ihe Fall 

■Uiff MaJitnn ,tve. (22), PL 1.0900 

mat/ liccr 1 
Kaiscr Frazcr L novi'LINi; 

Rcvlon J JUI.IA I.UCAS 

WESLKY ASSOCIATES 

247 Park Ave.,, EL 5.2680 



n, Inc. (Old Spice) | 



Sliulio 



YOUNG * HUinCAM, INC. 

28S .Wa.li.on ix'e. (17). MV. 9.5000 



V.P. 



AN'D DIRECTOR OF MEDIA- 
PETER G. LEVATHES 



EXECUTIVE ASSISTANT- 
WILLIAM E. MATTHEWS 



ASSOCIATE DIRECTOR-FRANK COULTER 
ASSOCIATE DIRECTOR-THOMAS M. HACKETT 
ASSOCIATE DIRECTOR-CHARLES T. SKELTON 
ASSOCIATE DIRECTOR-HENRY L. SPARKS 
ASSOCIATE DIRECTOR-SAMUEL THURM 



(All Borden; ' 
Institutional; Cheese Division) 
Duffy Mott (Apple Products; Sunsueet 
Prune Juice; Clapps Baby Food) 

Borden (Starlac, Evaporated Milk; 
Instant Hot Chocolate; Eagle Brand) 

Bristol-Myers (Sal Hepatica; Bufferin; 

Vitalis Hair Cream) 



Drackctt (Drano: Windex) 



Ford Motors (Continental Div.) 



RUSSELL 
VOUNf; 
Adelaide 
Ilatton* 

KIRK 
, CREINER 
Joseph 
O'Brien* 

MARTIN 
MURPHV 

Sy Drantch* 

1 WILLIAM 

! DOLLARD 

I Thomas 

J Comerford* 

EDWIN b™nE 
Robert 
Kowalski* 
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General Cigar (White Owl Cigars; Wm. ] ^'^^ 
Pcnn, Robert Burns Cigars & l. 
Cigarillos; Van Dyke) j 

J 



ANCE LYNCH 
rthur 
Meagher* 
VANCE HICKS 
Marie 

Fitzpatriek* 



General Foods 



All Products; Corporate "| JOSEPH 
D-Zerta I LINCOLN 
- J Emma 
Jell-O J Whitney* 

Baker Coconut ] 
Birds Eye Div. |. 
(Jack & Jill Cat Food) J 

Calumet Baking Powder " 
Certo Sc Sure Jell 
Kernel Nuts 
Log Cabin 
Maple Del 
Sanka 



KAY BROWN 
Ann Purtill* 



LORRAINE 
RUGGIERO 

Edith 

Johnson* 



Swans Down Cake Flou 
Baker Chocolate 



r ) EDWIN BYRNE 
£ f Robert 
' Kowalski* 



Swans Down Mixes 
Postum 



La France Sc Sat 
Minute Produ 



WARREN 
BAHR 

Ceorpe 

MacDowell* 



'"^ \ A. B. PRATT 
ICtS j Mary King* 



Goodyear Tire & Rubber "1 



(Goodyear Tires; Lifeguard I DESMOND 

-T- u I .-. . IN f O'NEILL 
Tubes; Institutional) I 



Gulf Oil 



"Assistant 



FRANK 

CKAII'k 
Wayne 
Sloops* 



International Silver "I 
(1847 Rogers Bros.; International |. 
Sterling; Stainless by International) J 



Johnson & Johnson (baby products; 

Surgical Dressings Div 



Life Savers | 
Lipton Tea & Soups 



GEORGK 
IIOI-T.MAN 
Cene> ieve 
Hurley* 

KlltK 

GREINER 
Joseph 
O'Brien* 

KKEDERICK 
WEISS 

Hertraiid 

Ilopi* 



THOMAS 
COMERFORD 



Lorillard (Kent Cig, 



Metropolitan Life Ins. 

Simmons 



JOHN 

IIE.NDERSON 
Martin 
Lukashok* 

JOHN 

FLOUR NO Y 
Bette Ruth 
While* 



.... , , „ c . I ARTHUR 
National Sugar Refining I joNES 

(Jack Frost; Arbuckle Sugars) ( Kenneth 

Phelps* 



J 



Procter & Gamble (Cheer) 



LLOVD 

HARRIS 

FLORENCE 

DART 

WILLIAM 

WALKER 
Catherine 
Brostroni* 



] WARREN 
Remington Shaver (. BAHR 

'l George 

J MarDoWell* 

Singer Sewing Machine 1 A. B. PRATT 
J Mary King* 



Time (Life Magazine; Time Inc.; 
Sports Illustrated Magazine 
Time Magazine) 



MARTIN 
MURPHY 

George 

Bailev* 
GEORGE 
nOFF.MAN 

Genevieve 

Hurlev* 
WARREN 
BAHR 

George 

MacDoweH* 



BOSTON. MASS. 



ALLIED ADV. AGENCY 

lOO BoyUton St., Hubbard 2.4100 

Beacon Co. (Floor Wax) \ "V.^»AJ\1 

ARNOLD & CO. 

2(52 Washington St., Richmond 2-1220 



Old Monastery Wines i ^" 



HAROLD CABOT & CO. 

1.36 Federal St., Hancock 6-7600 

H. P. Hood & Sons (Dairy Prods.) "1 
N. E. Telephone & Telegraph I 

S. S. Pierce (Food Prods.) J ' 

CHAIMBERS & WISWELL 

250 Park Square Hldg., Liberty 2-7365 



1 



IIELE.V 



Habitant Soup j 



AGENCY, ACCOUNTS, ADDflESS& PHONE TIMEBUYERS' 

JAMES TIIOMAS CHIRURG CO. 

41 t Park Square Bldg., Hancock 6-7310 
MEDIA DIR. -HERMAN A. HRAL'MULI FR, JR. 



International Shoe (S 



undial) C BR. 

jjR. 



1 HERMAN A. 
BRAUMULLER 



JOHN DOWD CO. 

212 Park Square Bldg., Hubbard 2-8050 

MEDIA DIRECTOR - WM. H. MONAGHAN 

Cott Beverages "| 
Megowen Educator Food \ ^• 



Walthara Watch 



.MONAGIIfN 



I.NGALLS-MINITER CO. 

137 Sncbury St., Commonwealth 6-5767 

Moxie Co. 1 
Friend Bros (Beans) ^ ALICE^^^^^^ 

Tabby Cat Food J 
HERMON W. STEVENS AGENCY 

9 Sewbury St., Copley 7-2757 

MEDIA DIRECTOR -S. J, CRUPl 

Father John's Medicine 1 

Salada Tea \ S- J- CRLPr 



BALTIMORE. MD. 



CAHN-MILLER 

,/ t'. 2tth St., Belmout 5-2520 

W. B. DONER & CO. 

225 W. Fayette St., Mulberry 5-1 800 



National Bohemian \ p™^^"""^ 



JOSEPH KATZ CO. 

10 W. Chase St., Lexington 9-1500 



4 



ADV. & SALES PROM. MGR.-GEORGE .M. GLAZIER 
SPACE & TIME BUYER -JEAN MITCHELL 



America 

Maryland Pharmacal (Rem & 



" O'l X GLAZ 
c Rel) f JEAN 



GEORGE M. 
GLAZIER 



MITCHELL 



KAUFaiAN-STROLSE, INC. 

130 W. Hamilton St., Saratoga 7-2414 

KL'FF & FELDSTEIN 

233 E. 25th St., TV 9-1485 

S, A. LE\^'NE CO. 

343 St. Paul Place, .Mulberry 5-3390 

Baltimore Paint & Color I 

Cat's Paw I JUNE 
Recipe Foods] *^-^*^*:LD0RF 

EDWARD PRAGER ADV. AGENCY 

1001 ,V. Calvert St., l ernon 7-2525 

Webster Clothing (Brooks Clothes) I PHILIP 

VANSANT, DUGDALE & CO. 

15 E. Fayette St., Lexington 9-5400 

Crosse & Blackwell "| ROBERT W 
Fram I ^ALSH 
„ . „ 1 EVELY.V K. 

r. S. Royster Guano J hLTT.MAN 



PHILADELPHIA. PA. 



ADRIAN BAUER ADV. AGENCY 

1528 Walnut St., Kingsley 3-7870 



Blue Magic 1 david 
h) ] 



(Easy .Monday Liquid Starch) J KAIGLER 
AITKIN-KYNETT CO. 

1400 S. Penn Sq., Rittenhouse 6-7810 
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SPONSOR 



XGENCY, ACCOUNTS. AOORE&S t. PHONE TIMEBUYEH8 A G E N C Y. ACCOU N TS. A 0 0 R E SS & P H ON E TIMEDUYERS 



AGENCY. ACCOUNTS. ADDREItR^ PMDNt TIMEOUYEWIJ 



Iaumjt, im{i:.S'K).\, ciivriv, la.mii 
* Ki:i:.\ 

1 IftO Vu. ISlh Si., II..U.1 t-IUtO 



William S. SVuIl (Ili'-'tuI Tea) 



II I f \ 



|>. \V. .VVKH A .SON 

I V. U uihlliKlon .<>f., InntharJ :i-fHOO 

(Sit .New Vork hit "I tuiicluivcr* in II July is^iic lor 
iiaim-' "I .N^. W. .WKR tiiiirI)U\eri.) 



\v.Ai;ri:i{ f. uk.>.m:t »c- ^:o. 

IHI5 l.orutt Si.. Ktngilry 5.ft7«8 



Iljltiiiiorc r.i«pcl Tabernacle 
nihie Studv Hour 



lltFU 
IIIH.NF.R r 



J.A.MKS TIIO.MA.S ClllUUUr, CO. 

ISDO U atnul S'». III<I«., I'mn^parkfr 5-''3 13 
.\IHH.\ niR. - IIKRM W A. IIR AU.MUl.I F R. JR. 

ECOFF tV: JA.MKS 

121 S». Uroatl .St., Prnnypackrr S-t t39 



George D. Wethcrill 
(Interior and exterior hnu«c pai 



(; E A I { E-.M A I { ST( ) .\ A D V 



ifc Co. ) 
aints) ( 



I)t)N BAT1I.F. 



i2 ariH t.arutt St.i., Loru.l IJt.iSO 



Pennsylvania Salt ^ Jii'^p^n^' 



CKAV tV KOGEKS AUV. 

12 So. ISth St., Walnul S~tS08 

Diamond State Telephone 
(Bell Telephone) 

IMIILIP KLEIN ADV. 

rn<r<«r«i».r Blda-. Ifith * l.oruit Sit., 
Prnnrpacker 5-7696 



1 F.R 



\LTFR M. 
F.RICKSON 



Paper .Mate \ "KKHERT 
I i(iNt;»)i,ii 



AL PAUL LEPTON CO. 

IV.I7 Prnntylt-ania Blvd., Rillrnhausr 6-lSOO 

General Baking (Becker's Bread) ) aLE.\ 

Signet Club Plan f GRIFFIN 



LEWIS it CIL.^LVN 

152/1 a'alnui Si., Prnnypackrr 5-9900 

Wyeth Laboratories (\'i Cillin) 'J pp.xFR 

Fleer's Bubble Cum J K(IM)R.\S 

W. WALI^ACE OKR 

1518 U'alnul Si., Kinfiilry l>-tl U> 

TOM'N ADV. AGENCY 

1120 K'alnul Si., KingMlry &.ITIO 

Fels S: Co. ) MARY 



els S: Co. ) 
(Instant Fels Napiha) J I>I.;.\L^VVEY 



WILKES-BARRE. PA. 



LYNN-nELDIIOUSE ADV. 

J5 So. Franklin Si., Witkrt-Barrr, Pa., Vallry 2-7182 



Wise Potato Chip | ^■ 



.MrLAiniIMN, 
JR. 



CHICAGO. ILL. 



At lUM'.V, nNL.\V, MMtLKV X. IIODOON 

•J30 .\. Michigan Avr. ( I j, financial t,.lt,Mt 



Double (.oIj I 

W'lllijin^oii Candy | 
Intrrnjiioiul II.ir\rMcr J 



t;FNF 

MtUMIIFIt/. 



ItlMX) 

919 .V. \flchlican tvr. (II), Suprrltir 7-0201} 



.Murine 

Pfirr Il.incI Bicwtry ( Meiitrrbrau) 
/rnilli Radio 

ItKAl .MONT & IIOILAL\N, LN<:. 

6 >. Hlchlgan ylvr., Crnlral 6.1230 



III S>FI.I. 
TtH.G 

ctntA 

II \Vl MNS(»\ 



. CI.AItKF 

(^rryliouiid Kii«Iinrs IJF.A.N 

IIKrKsniFU 
I W. W. <)'.NFIL 



WALI EU F. HENNEIT CO. 

20 .\. ff ackrr HrUr (6), FrankUn 2.1131 

.Assemblies ol God 
Light ol Lile Hour 
ISilly Graham 

COUDON IlEST CO.. LNC. 

228 V. l.a.>lallr Si. (I), Slair 2'50<>0 




General Finance - y ^ TRIZII. 



.Milner Prcxiucts 
Maybclline 
Helenc Curtis 



FRANK .MOOR 

RICHARD 

IIf:.ST 

KAY KMfillT 



E. IL BROWN ADV. AGP:NCY 

20 S. Warkrr Dri'ro (6), Franklin 2-9 i9t 

Funk Bros, i 
c .u r CRABB 
Southern Farmer 1 pLLFA 

Pralt Food KORNCIfrBEX 



Bl CllEN CO. 

■*00 jr. Ma-^Uon Si. 



(6), Randolph 6-9305 

Oliver I ractor 1 WIS FISIIKR 
Fairbanks .Mor^c } "O^'ARD 



Club .Muminum 



LFE r.ARL.SON 



LEO BURNETT CO. 

3t>n .V. Michigan Ave. (I), Crnlral 6-5959 



Comstock Canning 
Toni 
Tea Council 
Pure Oil 
Buster Brown Shoes 
Pillsbury Mills 
Farina 
.Mars, Inc. 
P .t G (Lava. Joy) 
Bauer & Black 
Kellogg 
Pfizer Feeds 
Globe Mills 
Sania Fc R. R. 
Converted Rice 
Green Giani 
.Marlboro Cigarettes 
Heileman Beer 



DICK roONS 
BtlWFN 
MUNDAY 
IIF.LFA 
STANLEY 
KEN fXflMINC 
lOIIN II\RPER 
K,\\ MYERS 
JOHN HODE.N 
RF.X FRENCH 
MCK WOLF 
PHIL ARCHER 
DAVE 
ARNOLD 
IIAI. TII LSON 
DICK 

FOERSTER 
IIARRY 
njRLONC 
ESTHER 

R \Lrii 

JOHN 
DE.\rt>N 
r\RL GL1 FE 



CAMI'HELI...MITIILN 

919 .V. Michigan Icr. (II), Drlatcarr 



7. 7333 



^IINNIE 

American Dairy .Assoc. "| KAPLA.V 
, { Fiji IE 

John Morrell CL.A^ 

ROS>LAND 



C.harmin Paper .Mills 



( IIRls ri W^LN An\ , 

I3S S. liiS-iUr. S|. (3), t rnlral ft.2 tS t 

MIttjtr Intiiunir f MiKIlN 

Itruic t Irjiirr ( "III/. 

' I' A r BIRD 

CO.MriON \DV., INC. 

I ll IT. Jack.„n llh-<l. (l), llarrl.im 7J,'J35 



<.jiM I lionijv II»lirid f «'M. II. HILL 
Vr.I (oin < "LVHtl.V 

' IIAI.DI MAN 



I)'\R(:Y ADV. 

H S. Michigan Ar». (2), (.rnlral fi-l53f, 

» IH TTY 
standard Oil ol Indiana I LAVATY 



f RAY 
J RAN 



SI'J.St.FJ« 
IHNNFLL 



I)ancku-fitz<;erai.I) .SAAiri.E 

221 v. I.a.'iallr St. (I J, Financial f>-t700 



Plalf Se«inK Machine 
(.oniolidatrd ProductJ 
Sltrling Insurance 



IIARItY IM<;ik 

KATIIFItlNE 

IIt)A<.II 



\V. It. DONER (.0. 

203 y. U'ahath Jt-r. (I), Dcarharn 2-Ui76 



Tavern Pale Beer | 
Plastone \ 
.Mail Order 



M. K. 

KOSTMAN 



DCGGA.N-IMIELPS 

307 .V. Michigan Arr. (I), Randolph 6-1076 

FRANK 
DUGCAN 
, CEtlRCE 
Consolidatctl I)njgs I o'LEARY 

I anolin Plus f WILLIAM 
CLINE 
NORMAN 
PHELPS 

ERWIN. Vt'A.SEV & CO. 

230 |V. .Michigan Arr. ( I }, Randolph 6-i9S2 

Knox Carbon 
Hyde Park Beer 
Stag Beer 

Chamberlains Lotion 8: Ayds 
Clyman Canning 
Dad's Root Beer 



JOHN r.wk>> 

■ IIELFA W t)t)D 



FIRST UNITED BROADCASTERS 

201 v. Wrllt Si. (6), Randolph 6-7800 



, I IltCn RACEJl 
U illard Tablet }^ MAR YELLF-> 
TON VERY 



FOOTE, CONE &■ BELDING 

155 F. Suprrtor Si. (II), Suprrlar 7'tSOO 



\rmour 
Beatrice Creamery 
Hall Bros. Cards 
I.ibbv McNeill I.ibby 
( Pineapple Juice) 
S. G. Jotinson Sons I Garnu) 



r.ENEMEVE 
LEMPER 
r.WEN 
DA R GEL 
DOROTHY 
■ rnOMHERZ 
Rf)BFRT 

nrssEY' 

RITA HART 



f.lciine ml nue*! nrx* pjfip 



COMIN(, NEXT l.sSl E 

The third and final portion of thi? 
list of agencie*. their tiniehu>ers and 
the accounts lhe> handle svill appear 
in the P> \uj:ii<t issue. Areas covered 
svili inrlude: the .Mids\est. South. 
SouthN\e?t and Wei-t Coast. 



25 JULY 1955 
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AGENCY. ACCOUNTS. ADDRESS i PHONE TIMEBUYERS 



CI.INTO.N K. I IJANK. INC. 

Mrrchandisf Mart (51), MhitiUall ■l-.'iQOO 

RcMiolds Mclals 1 

Quaker Oats | j_\f:K 

Dcaii Milk J. M \ 1 IlKW S 
loiiiCo. ( raiiipcr Shampoo) 
l ould's Macaroni 



llKl.KN DAVIS 



Fl I.LKIJ & SMITH & IJOSS 

105 jr. Ailnmx St. (3), AniloliT 3^011 



irRiison I ractors ) chaiu.KS 
Ki-vstone 1-cnces J Kll.IJ.NGSLKY 



GLIvN VJOH l)A>-STOETZEL 

307 S. Michigan Ave. ( 1 ), Stair 2-8927 

In. H. KO/KMA 
Christian Reformia Church ^ (;k<)KGE 

J MrCilVKR.N 

GOODKIM), JOICK & MOIJGAN 

919 .V. .\tlchii;nn Are. (11), .Su/xrior 7-6747 

riantcrs rcannts and Peanut Bnttcr ] Fl.OKE.NCK A. 

Illinois Canning j .NFICIIHOKS 

GRANT, SCIIWENGK & BAKER 

520 \. Michigan Are. (11), Whitehall 3-1033 

JAMKS E. 
SCllW E.NCK 
ERA>K 
BAKER 

liankcrs Life ft Casualty \ BETTY 

ARMSTRONG 
MARSHALL 
EDINGER 
TOM ELVIOGE 

GRANT ADyEKTISI?,G 

919 jV. Michigan Are. (11), Superior 7-6500 
1 

■ ^'>^- Pepper ] FRED 

Monroe .Chemical (Tutnam Dies) j NORMAN 

GEORGE II. IIARTMAN CO. 

307 \. Michigan Ave. (1 ), State 2-0055 



M>-stik Tape " 
Bcrghoff Beer 
Joanna Western (T\') . 
Manchester Biscuit 
Sawyer Biscuit 



VIRGINIA 
CALDWELL 



iiEMu, HURST & McDonald 

121 W. Worker Drive (1), Frnnklin 2-9180 

Thor ) 

Ready To Bake (Puffin) y ^ALRA HALL 

H. W. KASTOR * SONS ADV. 

75 E. Wacker J>Viie ( 1 ), Central 6-5331 



AGENCY, ACCOUNTS, ADDRESS &. PHONE TIMEBUYERS 



Int'l Milling (Rohin Hood Flour) 
P & G (American I'amily Flakes) 
Union Starch & Refining 
Pennant Syrup 

EARLE LUDGIN & CO. 

121 jr. if acker Drivf ( 1 ), Antlnrer 3-1888 

Rath Packing 
Rit and Shinola 
Manor House Coflee 
Stopctte Deodorant 
Wrislcy 
Linco Bleach 
Bcndix 



MARK T. MARTIN CO. 

59 E. Van tturen, Harrison 7-9199 



jni WEST 
JOHN URICE 
' HARVEY 
MAN^' 



JANE DALY 
RUTH ilAKiCK 
KAY MORGAN 
MARH.YN 
HEILEFELDT 



Churches of Christ l.f"'LADYS 
( JOHNSON 



MAXON 

66 1 Hush St. 



(11), Whitehall 4-1676 



LES SHOLTY 
llotpoint I I'Al'L KELLY 
I HICK LARKO 



McCANN-ERICKSON 

3111 S. .Michigan Ave. (-i). If ebstrr 9-3701 



JOHN COLE 
HAT 

CHAMHEKS 
ESTHER 
ANDERSON 
IH)\>,'ARD 
HELLER 



Milnot 
Derby Fcxxls 
Swift's Ham & Bacon 
Swift's Switties 
Swift's Ice Cream 

ARTHUR MEYERIIOFF & CO. 

■no v. Michigan Ave. (11), Delaicare 7-7860 

Owen Nursery 
VVrigley Chewing Cum 
III. Meat (Broadcast Corned Beef 
Hash & Redi-Meat) 
Brach Candy 
Myzoii 
D Con 

fleet (DcmertS: Dougherty) 
Ratner Promotions 

MacFARLAND. AVEYARD & CO. 

333 A'. Michigan Ave. (1), Randalph 6-9360 



PAT GRAY 
EVELYN VAN- 
DERPLOEG 



Alemitc Corp 
Drewry's l td. 
Zenith Hearing Aid 



HEVERLY 
HiCKS 
. HUD TRUUE 
JAM ES 
SHELHY 



DO.N 

DeCARLO 
PAT 

BROUWER 
ARNOLD 
JOHNSON 



NEEDIIAM, LOUIS & BRORHY, INC. 

J 35 S. LaSalle St. (3), State 2-5151 

Campbell Soup 
Phenix Foods 
Household Finance Corp. 

Johnson Wax 
Parkay Margarine 
Nesco, Inc. 
Kennell Products 
Morton Salt 
Wilson— (Canned Meats and Soap) ( 
Sporting Goods) 
Monsanto Chemical 



OLIAN * HRONNER CO. 

35 E. Wacker Drive ( 1 ), State 2-3381 

American School 
Atlas Beer 
Edelweiss Beer 
Beltone 
Scaly Mattress 
Princess Pat Cosmetics 



KAY 

KENNELLY 



O'NEH. LARSON * McMAIION 

230 .V. Michigan Ave. (1), Andover 3~t-t70 

. N1ELSON 
Mail .\ccounts ] McMAHON 

Imdrin (Rhodes) ( GRACE 
MORAN 

PRESBA, FELLERS & PRESBA 

360 .V. .Michigan Ave. (1), Central 6-7683 



AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS 



Squire Dingee 
(.Ma Brown Products) 
.Marshall Canning 
Broun Beauty Foods 



DOROTHY 
PARSONS 
L. H. 

COPELAND 



ROCHE, WILLLXMS & CLEARY 

J 35 S. LaSalle St. (3), Randolph 6-9760 



WILL PRESBA 
CHARLES 
DAHNEY 
. FRANK STEEL 
Hi-Life Dog Food | i;?*^?;'^ SMITH 
ALLEN 



Flex -I 
Olson 



o Glass "1 \ 
an Rug J. I 



REINCKE, MEYER & FINN, INC. 

520 .\. .Michigan Ave. (11), Whitehall 4-7440 

C B S: Q RR ) ^ aLLACE 
Anco Windshield Wipers J MEYER 

L. W. RAMSEY CO. 

230 S. Michigan Ave. (1), Franklin 2-8155 
Sawyer Biscuit (Iowa) 
Mickelberry Sausage 



Hardware Mutual 
Milwaukee RR 
John Puhl Products 
Nadinola 



CHARLES G. 
BRODERSEN 



ROGERS & SMITH 

20 .V. Wacker Drive (6), Deorharn 2-0020 



{.ittle Crow > 



, Milling I " 

^ \ REYNOLDS 



RUTIIRAUFF & RYAN 

360 ,V. Michigan Ave. (1), Financial 6-1833 

W'rigley Chewing Gum " 

A. E. Staley 
Strong Heart Dog Food 
American Breeder 
Allied Florist 



HOLLY 
SHIVELY 
^ IRENE HESS 
EDMUND 
KASSER 



ROSS ROY, LNC. 

307 ,V. Michigan Ave. (1), Randalph 6-7000 

l ake Central Airlines 1 "^E^.?;!'^ 
J 1 1 A R ^ fc. I 

RUTLEDGE & LILIENFELD, INC. 

121 W. Wacker Drive, Dearbarn 2-6326 

AN^S E COY LE 



Puritan Foods (Realemon) 
National Tea 



HARRY SCIINEIDERMAN, INC. 



141 W. Jacksan Blvd., Webster 9-3924 



Sta 
l.ane 



te Finance 1 
ine Bryant ( 



DORIS 
GOLOW 



R. R. RIE.M EN- 
SCHNEIDER, 
JR. 



SCHWIMMER & SCOTT 

814 ,V. Michigan Ave. (11), Whitehall 4-6886 

Kist Beverages " 
Schutter Candy 
Walgreen 
Keeley Beer 
Salerno-McGowan 
Hawthorne-.Melody Milk 
Spiegel, Inc. 
H-.\ Hair Arranger 
Red Dot Potato Chips 
Brown Food Processors 

RUSSEL M. SEEDS CO. 

5J £. Superiar St., Mahauk 4-6323 

Pinex ] 

Brown ft Williamson | MERLE 
(Wings and Raleigh) J. ^.^j^jvia 
Elgin American RUsSET 
W. A. Shealler Pen 



JOHN W. SHAW, INC. 

51 E. Superior St., Mahawk 4-6323 

Lehon Mulehide Roofing 
.■\rmour 

Quaker Oats Co. fCorn Meal 
and Pack-O-Ten) 

CHARLES SILVER & CO. 

737 .V. Michigan Ave. (11), Superiar 7-6625 

CHARLES 

1 silver' 



ANN 

SHEAFFER 
BOBBIE 
LANDERS 



Rival Dog Food \ ^^'^ 



SOLOMON 
J .MAXINE ZlV 
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SPONSOR 



The Only 

MAXIMUM POWER 



Station Between 

DALLAS AND MEMPHIS - - - - 423 miles 
TULSA AND NEW ORLEANS - - 553 miles 




TEXARKANA 



DALLAS 




100,000 
WATTS 



CBS-ABC 

INTERCONNECTED 



NEW 
ORLEANS 



Represented by 
VENARD. RINTOUL and McCONNELL. Inc. 

Waller M. Windsor, General Manager 



AGENCY, ACCOUNTS, AOORESS &. PHONE TIMEBUYERS 

SIMMONDS * SIMMO.NDS. INC. 

520 A'. Michigan Ave., Mirhtitan 2-3360 

"I PHIL 

B I Beverage ^ J^^.\!f,i•^.^?"• 



J SF.EDF.R 



SMITH, BENSON * M.CLUKE 

a S. Michigan Ave., State 2-1931 



SterlinE Beer 1 J^CK 

^ rsCIIKOEDER 



TATIIAM-LAIRD, INC. 

6* E. Jarkton Blvd. (t), UarrUon 7-37O0 



Armour (Ham, Bacon, Sausage) 
Simoniz 
loni (Bobbi) 
Wiedemann Beer 
General Mills (Korn Kix, 
Surchamp Dog Food) 
Swanson Chicken 
Wander Co. (Ovaltine) 
Norge 



PAUL 

SCIII.KSI.NGER 
JOE PERRY 
JIM MADISON 
GEORGE 
BOLAS 
HAROLD 
IIE.NNETT 
DON GKASSE 
JACK RAGEL 
JIM ZITNIK 
SYLVIA RUT 
BERNICE 
McTACCART 
MOB ATWOOD 



J. WAl.TEU THOMPSON 

410 N. Michigan Ave. (II J, Superior 7-O303 



Kraft Foods ' 
Swift & Co. (Allsweet) 
Indiana Bell Tel. 



E. R. FITZ- 
GERALD 

Libby, McNeill & Libby ]. carlson 
Quaker Oats (Aunt Jemima 
Pancake & Cake Mixes) 
Seven-up Bottling 

TURNTR ADV. AGENCY 

101 E. Ontario St., Michigan 2-6426 



T. V. WATSON 
BILL 

KENNEDY 



OCcdar 



KARL F. 
■ VEIIE 



U. S. ADVERTISING CORP. 

23 E. Jackson Blvd. (*), Webster 9-0911 



Wilson & Co. Ideal Dog Food " 
Wilson & Co. Salad Dressing 
Wilson 8c Co. Bakerite 
M 8c R Mfg. Co. (Sno Bol) 
Schulze 8c Burch 



A. J. 

ENCELtlARDT 

AL BONK 

C. E. ntCKERD 



GEOFFREY WADE ADVERTISING 

20 N. Wocker Drive (6), State 2-7369 



w, . u ^ LOU J. 

Miles Laboratories I nelSON 

(Alka Seltzer, Nervine) ( DAVE 

WILLIAMS 



WEISS & GELLER 

400 N. Michigan Ave. (11), Whitehall 3-2100 

Monarch Foods ^ 
College Inn Foods 
Toni Co. 
Cudahy Packing 

WESTERN ADV. AGENCY 

as E. Wacker Drive (1 ), AnJover 3-24-$S 



JACK BARD 
NORA 
I. MARCUS 
ARM ELLA 
SELSOR 



Be Kalb Hybrid Assoc. 

Allied Mills 
Pure Milk Assoc. 



ITtEl) PAINE 
PAUL 

I.IMMERICK 
. DEL GURLEY' 
W. W. UNFER 
KEITH FRED- 
EKICKSON 



WIIERRV, HAKEK & TILDEN 

919 A'. Michigan Ave. (11), Deloirare VSOOO 



Quaker Oafs 
(Full-O'-Pep Feeds) 



CLIFF 

BOLCARD 

HARRY 

IIARCER 

M ARCELLA 

O'NEIL 

CORDON 

DENDRY 



AGENCY, ACCOUNTS, ADDRESS &. PHONE TIMEBUYERS 

YOUNG & RUBICAM 

333 N. Michigan Ave. (1), Financial 6-07SO 



American Bakeries (Taystee Bread 
Greniian Cakes) 
Elgin Natl. Watch Co. 
Marathon (Northern, Waxtex) 
Intl. Harvester 
Borden (Milk, Ice Cream) 



MARION 
REUTER 
RUTH LEACH 
VERA 

TABOLOFF 

PEGGY' 

,M<GRATH 



CINCINNATI. OHIO 



RALPH H. JONES CO. 

Careu> Toicer (2), Garfield 23O0 



Nu-Maid Margarine 
Kroger Company 
Happy Family Baking 
Sirietmann Biscuit 
Duncan Hines Macaroni 



ANN SMITH 
EULA RECGIN 
EDNA 

UAVERKAMP 



MIDLAND ADV. AGENCY 

First Natl. Bonk Bldg., 105 E. Fourth, Main 2112 



Burger Beer ^11. B. FISHER 



PECK-HEEKIN 

414 Walnut, Garfield 1S20 

Bavarian Beer I RICHARD 
I PECK 

STOCKTON- WEST-BURKIIART 

1303 First Natl. Bank Bldg., lOS E. 4th, Dunbar -5600 

Jergen's ' 
Hudepohl Beer 

Gibson Wine \ DOUG BURCH 
Island Creek Coal 
Chunking Food 



CLEVELAND. OHIO 



BEAUMONT & HOIIMAN, INC. 

ABC Bldg. (14), Cherry 1-3947 

Greyhound Bus "| 
McKesson & Robbins I STEWART 



Whirlpool Washers 
FOSTER & DAVIES, INC. 

2116 Keith Bldg. (15), Cherry 1-0711 



CRAMER 



Alliance Tenna-Rotor 
Alliance Boosters 



\ MI 
j .Mc 



LES F. 
cKEARNTY' 



FULLER & SMITH & ROSS 

ISOl Euclid Ave. (IS), Cherry 1-670O 



W, C 

CHALKLERY 
Aluminum Co. of America ) M. M. SCOTT 
Shcruin Williams Pai 



rica ■) M. M. 
i CHESH 



CHESHIRE 
LOU J. 
BOVCE 



GREGORY & HOUSE, INC. 

21S7 Euclid Ave. (15), Main 1-7822 

n 1 A • , 1 /-I ^ 1 nROMLEY 

Duke Amoniated Chewing Gum ) noUSE 

Wilson Plastics (MRS. MARION 
^ REEVES 



GRISWOLD-ESHLEMAN CO. 

1410 Terminal Totcer (13), Toirer 1-3232 

Tappan Ranges "l R. C. (DICK) 
B. F. Goodrich I WOODRUFF 
f PENNY 

(Hood and Miller Tires) J petfRS 



AGENCY, ACCOUNTS, ADDRESS &. PHONE TIMEBUYERS 

LANG, FISHER & STASIIOWER, INC. 

lOlO Euclid Ave. (5). Main 1-6579 



Brew. Corp. of America " 
(Carlings Black Label Beer) 
Grand Industries, Inc. (Stoves) 
Richman Bros. 



CARRY C. 
McKELVElf 
DAVID 
STASIIOWKR 



M cCA NN-E RI CKSON 

Natl. City Bank Bldg. (14), Cherry 1-3490 



Standard Oil of Ohio 
Ohio Bell Telephone 
Perfection Stove 
Leisy Brewery 
Nu-Soft (Laurel Prod.) 



BRUCE 
HARDY 
,MEL WEISS 



MELDRUM & FEWSMITH ,INC. 

1220 Huron Road (15), Cherry 1-3510 



Willard Batteries 
Glidden Paint 
Dearborn Motors (Ford Tractor) 
Stewart Co. of Dallas 
Durkee Foods 
Sieberling Tires 



C. J. 

LONSDALE 
DON A. 
ELLIOTT 
MURIEL 
MACK 



NELSON STERN ADV. 

Filnx Bldg. 2108 Payne Ave., Towr 1-5255 

CDR Rotor (Cornell- | 

Dubilier-Radiart) ( BRUCE STEE 

SWEENEY & JAMES 

510 Bulkley Bldg., Main 1-7142 



Firestone Tires I ROJOJ'!''' 
I OESTERLE 



DETROIT. MICH. 



STANLEY G. BOYNTON CO. 

159 Pierce St., Birmingham, Mich., Midwest 4-2346 



Calvary 
Radio Bible 



Hour 1 1 
Hour f 



STANXEY 
BOYNTON 
.MARJORIE 
S.MITH 



BBDO 

Penobscot Bldg., Wo. 5-0620 



DeSotb I CLARK 



BROOKE, SMITH, FRENCH & DORRANCE 

0469 E. Jefferson (14), Valley 2-970O 



Hudson Motor 



Dtor Car 1 
Iron rite j " 



AL RUMBLE 



D. p. BROTHER 

4-135 General Motors Bldg. (2), Trinity 2-82S.O 

CARL 

CEORCI, JR. 
Oldsmobile 1 JOE HEN"RY 
A.C. Spark Plugs ^ ^j^^Jr^JS 

DICK 

HOFFMAN 

CAMPBELL-EWALD 

General Motors Bldg. (2), Trinity 2-6200 



Chevrolet Motors 
Goebel Brew 



J. J. 

HARTICAN 

TELISKY 
cHLCR 

BOB 

CROOKER 



HARTICAN 
( JIM TELISK 
ling j PHIL McHLX 



CLARK & ROBERTZ, INC. 

826 Fox Bldg. (1), Woodmird 1-5500 

Kasco Dog Food and Tarm Feed 
Cleveland Cliff Ironcoal 
AP Parts (Miracle 
Power Motor Lubricant) 



R. J. TER- 

BRUECCEN 

RUTH 

SPEELMAN 

CAROL 

NEWELL 
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SPONSOR 



AROUND FARGO, 

WDAY-TY 

PITCHES A 
SHUTOUT! 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 



ATEST Fargo -Moorhead Hoopers credit 
W})AY-'r\' with an almost clean sweep of 
an(liencc-|»refercnce lionors. Tlie chart shows 
that hetween 5 and 6 t imes as many Metroj)olitan 
Farf^o fauiilies tune to W DAY-TV as to the 
next station. 

Look at ihc sets-in-iise — a whopping big 
65% at niglit! 

Although Metrojjolitan Fargo rej)rosents an 
important segment of ^ nA\-TV's coverage, it's 
not the whole story. Vi DA^ -'r\' is also the pre- 
ferred station in most of the heavily-saturated 
Red Hiver \;illey. Ask F"ree & Peters for the proof. 



FREE & PETERS, INC. 
Exclusive i\ational Representaiives 



HOOPER TELEVISION AUDIENCE INDEX 
Forgo^ N. D. - Moorheod^ Minn. — Nov., 1954 


AFTERNOON (Mon. thru FrI.) 
1 2 noon -.— 5 p.m. 


TV-SEIS- 
In-Uie 


Shore of 
Televtiion Audience 


WDAr-TV 


Slolion B 


28 


86 


1 

M 


5 p.m. — 6:30 p.m. 


48 


88 


1 

13 


EVENING (Sun. thru Sol.) 

6 p.m. — 12 midnight 


65 


85» 


17* 


[•Adjufted to compcntolc for loct itolioni 
were not telecotting oil hours) 



1955 
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s-till -t^illet^ in -the saddle 



Starting August 29, WCCO-TV adds two more family 
favorite cowboys to its hard hitting lineup. 

Aui-tfV and Rov Rogers 

in hour-long shows across the board at 4:30 p.m. weekdays. 



The other member of the family 
Minneapoh"s-St. Paul 



Here's a great opportunity for you to lasso the 
big action audience in the Twin Cities. 

Available now on a four sponsor 
participation basis. Ask Free & Peters 
for details of the powerful 
WCCO-TV Western Story * 




5k 

The January 1955 Telepulse stioKS 
that in a typical ^vinter month, every one 
of WCCO-TV's four big ^vestern adven- 
ture shoAvs tops all competing programs, 
and beats the average of all shows in our 
four-station market by from 41% to 212%. 
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SPONSOR 



AGENCY. ACCOUNTS, ADDRESS & THONE TIMEBUYERS A G E N C Y, ACC 0 U N T8, A D D R E SH 4 P H 0 N E TIMEBUYERS 



DKMNIAN * ItAKKH. INC. 

flu/iJ /«./«. (.Ki) 



I II VKMt. Jll. 



I 



\v, B. im).m:i{ CO. 

SOS V'ai/i/niidin lllvil. llUg., 
S-7 IIU) 



'J J $ Slwrr St., tl oiuluitril 



I 



\\ .•!( Ii's Wiiif 
I'ustoW hip 
N.iliolKil lloliciiii.iii IWti 
n.\V.<. (.iK;ir (.1.. 



< II VIII. K.s 

I t l.l\ 

llOU KI< 

J. II VI. I. 

S M I I 1 1 

nil I. U VI. I. 

n I K\ III sKH 

1)1 VNK 

NK.l i: VIM KV 



CKYKU ADV. 

/Jl'Jrt VUmnnlh R-t.. Vrh,l,r .l.Sr,20 



N.>s|i KcUiii,iliii J.IUI.I M1UKV4 



r^'ft fUh,-r tilde. (2). Trinity .l-fl/HV 

1,111 f!I^Mll^t•| ^ 



v\ «:.vMr 



( J I { A .N T A I ) \ E I n • I .-^ I .N ( 

2V0O Cuardian Ittdg.. « o.xluHirJ 3->> 100 



DivIko Mo<nrs J JIM IIHOWV 
lotlfiK I o<)<lip;i^<o J ^ '-^ 



rillI'M AN 



Mnr.MA.MLS, JOHN tM- ADAMS 

BloomfiiJd llilh. WiVfi.. Midtrrst fi-IOOO 



I)ov> C'.lu-niic.Tl "I 

I'uiui.ir .Motors 
^, ' cm CK 

Ch.mipioii spark I'Iurs ! c.VMPIIKI.I. 

C.itl iliac Mo<ors . II I I.I. 
Tinikin Roller BcariuR | "I SIIW VY 
.S. S. Krcsge J 



MAXO.N 

S93I K. JrgFTton Are. (7), Lorain 7-STIO 



I'fcillcr Brewing 
Drcurv's .\lc j 
Sfhiiiid) BrcwiiiR j > ^''^ «'.VI>II 
II J. 1 1cm/ j 



McCANN-EUICKSON 

Frnohtrot Bldf. (2tt). Voodward 2.9 792 



Clir»5lc 



"I KF.l.Sc 
. I T AEGF 



I. SO 
AEGER 
I AWE 
LIXIK. 



rOWELL-GAYEK, I.NC. 

Pr^obtrol BIdg. (2f>), Woodward I-U3-2I 

I.CC Cadv Packascd Foods J p'Jvi^^T. 

Chatrati Wine I WILLIAM 
r, VY EK 



ROSS ROY, INC. 

27SI E. Jrffrrton, Lorain 7-3900 



l)o<lse Trucks ^ CARL IIASSEL 



RON POST 



RUSE & URBAN 

82* Book Btdg.. JToodteard 2.2091 



., . r- , ^ IRGIIES 
.Mama s Cookies | p, f, j rbav 

Sunrich Bread i jni 

GALLAGHER 



RALPH \V. SII\RI' A(;i:.NC^ 

7Jti lulhro/,. trinity .l..l.t.?" 

slirdd B.iilnsli I imhIs ||.|> iio/VK 
■ Krskii M.iiKJriiii', Old Sulr Sjiuri , ll()» VIII) 
I laiik. nninili Hm immr ^ HOIX.m-s 

J. WALIKR THOMPSON 

2i:iO lluhl llldK., » ». 2-lllt'tll 

, , ,, , ' IllMNG 

lind MoKir < oiii|),nn >i.,KtN/lf 

j J VI K W I l.»II 

ZI.MMER, Ki;i.l.i:i? & CAI.VKIM 

1900 MutunI Hide.. Ifit.idu.ird I ->» I r, I 



Sinili's lli)lit iiiijii lleei ', ' '-^ 

, \ Oil I ^! \N 



MILWAUKEE. WIS. 



RAKKU, JOHNSON * 1)H:K1NS()N 

7 to %. rlaiikinetttn Hron<lu-ay 2-t,H3:i 



S|:irk. WVl/el 
I liinUT l'a< kiiiK 
l',irrol| Packing Co. 
Siiii|)li< itA (>,ird<'ii I tailor 
Suiiii\l,md Packing 



JV^IFS .v. 
II VKER 
H<A\«:iE 
KIRMIINKK 



MARNES AHV. A(;ENCY 

:U2 f.. Witrnnsin (2), Daty (l-2:i93 
Kines[)iir\ lUevvcrii-i 



I JOII> It AUNES 
I RAY 

J WHOM M AN 



CRA.MER-KHASSELT CO. 

7.1.1 >. Con llurrn St. (2), Daly H-3SOO 

K v inriide Moiors "] 
Rolfs t.calhcr .\rccssories ( I v onlv ) | | onpTTV 
I'hoenix Hosiery iMAIIAK 
Wisconsin Telephone J 



HOFT.VIAN & YORK 

HOR V. Third St. (3), liraadu-ay 6-ft.> / « 

Cletlclman Beer ^ 
.Slialcr Rislonc J MLLV.VN.VKY 

KKAU-VAN PIETERSO.M-DUNLAP 

7$ I V. Fourth St. (3), MarqufKf tt-e,780 

I lolsuin Produils 1 
Roberl .v. Johusiou M.EE I. 
Cookies i Candies f '^"'p "^^'1^^ 
General Mills (Keed l)i\lsion) I 



.MATHISSON & ASSOC., INC. 

;;; K. Mason .St. (2), llrooduray 6-71 8t 

JACK 

Miller High Life Beer ) j^,^ f^lV^ 
I'eUo (Clark's Super Gas ( J rohfrt 
GEARY 

PAULSON-CERLACH * ASSOC. 

*hQ<) W. Wisconsin iff*. 



Oliv i . C.lidden ^ ■« krstER 
Rippon Cookies j Kl SW \ 



ST. LOUIS. MO. 



11 A TZ - H O D ( ; S O N - N E U Vr O E n N E R 

122 \. 7(^1 Si.. Central I.S907 



Corno 



Feeds I 



Ei> coo>ins 

... NEl. 
J WOEIINER 



AGENCY, ACCOUNTS. ADDRESS A CHONE T MEBUYIflH 

D'ARC^ 

\li,,ourl.Vorifir /lf.i((., ( enttai I.n700 



Krjidoll 
\lllirllU-l Hll»< ll 
I .« J < ..I.I 
IVl'Hll ^'MhIs 
( .«ik Cl M IS 



J.I ( fiw MM 

iiiiin II I 

I III l> 

J Iml v> 

« VI Sll 

II viiin 

10 ^1 no 
will I v^i 

1 1 o I >i f > 
jiiiiN iMAri 



0AM.EH;H \\. I RENCII iV \N>0(\ 

t>ir, l.lndrll /(III/. (HJ, Jrfferson I.0017 

II I' <.li(l. . < . N. 

\.-„(.,la I'VN«.MVN 

I. I . .1 ovhi.m.ii 

I iKlel Ji 111 rvifi I |,(. ,,1 II 



CARDNER AHV. CO. 

'>/.- tHi.e St. (t). f.p-iilral I..1200 

Diiiii.fii lliiit-s( .ikeM \es 

(.<M|.f|l,\ \llg. I 

(.roves BriMiio Qii inifie 
I'el Milk 
lljrion l>\.iiisli lie 
Sr>iitl)%si-sleiii llell I elepliDnr 
Sw ilt I jewel Siioili-iiingJ 
HaUioii I'liriitj J 

nHiSCil-TA.MMS-l I.I.MAN 

.»/(•» .V. l.iehlh St., ( rntral 1-2.1119 



'I 



W VIIIO N 
n IF I II V( 
I, 11 VI K 
Mr^ll I I f % 

( vRi. no I /.V. 

I II VNK 
llf VsJON 



I )lil ludxc C offee in 



MOXELK^ 



KRCPNICK * ASSOC., INC 



320 N. i;rand Bird. (3) 



MaK.i Chef ""f^- 
I kl DT 



OLIAN AHV. CO. 

lOlO Lindrll Bird., Jrffer.on 1.1977 



Manliatlan Coffee 
f )ining C ar f;oire 
Savnian Soap I'rncfiitts J 



.VLic: 

1 MrlX 



DONiiK.ll 



PRATER ADV. CO . 

70S Chestnut St. (I), Karfirld I .t> 190 



GEORI^E I.. 
Falls Cin Beer ''"^TKR 
II Villi VRA 
) Jll.<)( K 



RII)(;WAY CO., INC. 

SOOft Carandelel, Parktiete I^TSS 

RK'k MI)K«. 

<)\sier Shell Prod ) M(In i ING 
I ion <)d I I.IM>\ 
BI.AKEY 
CVSl'KR YO»T 

RLTIIRAUEE & R'\AN 

Railir^y Exchange Bldg.. till Olire St., Woin 1-0127 

l)'«r VR 
„ , 7\1|NFR 
Kres Paik iR „^^f; >hr^ 

Banquet C ann ng KRKI) 

(.r.oedie k Bc-cr ^^^^^-^ 

II VCON 

RLTLEDCE & I.. LILIENFELD. INC. 

317 \orth llth St. 

(.R VNVILI.F. 
RLTLJ IHiE 

SnniONDS & SIMMONDS. INC. 

t>ll Olire Si. (I), Chestnut t-tHi2 

B I Be» erase "j 
Dr. f rC.ear Nfcdicine SIIER^ IN 
\merican Beaut« Macaroni T<IBIA> 

, . <;eor<;i \ 

\rrou Feeds xoBIAS 



25 |ULY 1955 
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Syndrcated Western-Adventure Show 



PROGRAM 



HOUSTON DETROIT CINCINNATI 



PULSE FEB 1955 ARB FEB 1955 



ARB FEB 1955 



! "CISCO KID" 



SHOW "A" 



30.2 28.1 



31.8 




BALTIMORE CHICAGO 



ARB FEB 1955 



27.8 



20.0 16.3 10.1 18.9 



ARB FEB 1955 



25.3 



SHOW "B" 1 11.2 




9.4 



Son Froci 



ARB FEE 



i 



21.: 



15.ll 



SHOW "C" 



SHOW "D" 



7.1 15.8 25.2 11.8 



18.4 6.2 



12.2 



15.4 14.7 15.1 * 



* 



5.5 21. 



Names of Wetlern-A 




ic Nof Running 



• 6th year for Interstate Bakeries in 10- markets 

• 6th year for Nold^ in Richmond and Norfolk ^Jj 

• 6th year for Wrigley Stores in Detroit 



FOR FULL FACTS WRITE, PHONE OR WIRE 



AGENCY. ACCOUNTS. ADDRESS A PHONE TIMEBUYERS 



WESTIIEIMEH & BLOCK 

Chasfi iiotfl 



Centli* rc Brfwing 



1 LOU W KST- 
1^ UKIMKK 



j HITA FOR- 
j HESTER 



Vt I M IJS-BR A> DON, I >C. 

nOO Olive Si. (:t), Chi-nlnttl 1 -63110 

Miller Clu-micnl 
AnuTuan Patking 
I)eo|) Rock Oil 
Cnrling Brewing 



VERNO.N I.. 
MORKIOCK 
MRS. K. A. 
PlETUtll 



MINNEAPOLIS.. MINN. 



IU5DO 

.\orlhii rstern Hank Hide- ( ^ ), Linri,l,i H tol 

Doughboy Frfd 
Ciciiii of Wheat 
Ci.Tinblc Stores 
Ceiieial Mills ( Betty Crocker) 

Iloriiiel Packing \ 
Northern Pacific RR | 
Minnesota Mining | 
N . W. Hell Telephone | 
Northrup- King Seeds 



HALE H^ERS 
CONNOR 



BOLIN-SAOTII 

•Hi52 Lyndale 4ve. So., LnrusI 2609 



American Food Plan ^sOL WERMCK 



nOZELL & JACOBS, INC. 

■to I U ceo Bids., Main 4527 



Krucn Milling "| 
BalmArgenta \ 
Burma-Shave I 



BRUCE B. BREWER & CO. 

ton Fushoy Tou-er (2), Allanlir 3314 

General Beverage of Minn., Inc. 
Cargill, Inc. (Nutrena Feeds) 
American Crystal Sugar 
l.an-O'Slieen 
Ocona Chicken 
Nutrena Dog Food 



Am{ED COLLE CO. 

2446 Park Ave., Lincoln 0661 



CHARLES 
STROTZ 
LOV M. 
ROOTON 
MAR^ ANN 
SCIIULTZ 
WARREN 
MICHAELS 



RITA 

UMIIOEFER 



CAMPBELI^MITHUN 

Sorthueitern Bank Bldg. (2), Lincoln 8024 



MaltO-Meal 
Gold Seal Wax 
Hanim's Beer 
I,and-0-Fakcs 
Ballard .4: Ballard 
Pillsbirry Feeds 
Pillsbury Country Style Biscuits 
Nash Coffee 



ARTHUR II. 

LUND 

DICK 

FOREST 

RITA A. 

KASPER 

HOB WOLD 

BOB HLEGEN 

MARIAN 

MANZER 



ERWIN WASEY & CO. OF MINN. 

5^3 Mariiuelle Ave. (2), Atlontic 1233 



Watkins Products 
Ballard 8: Skcllct 
Peters Meat 

IlAY JENKINS ADV. 

1240 Builders Exchange, Main 4-t21 



WILLIAM 
WHITE 
BILL NEE 



RAV JENKINS 



Pearson Candy ) ^^^^^ 
G'^lncy Foods J frey 



KNOX REEVES ADV. 

tiOO Firtt Salional Bank Bldg., Bridgeport 7701 



Betty Crocker Soups 
Gamble- Robinson 
General Mills (Wlieaties, Flour) 
Art Instructicms 
Grain Belt Beer 

ADDISON LEWIS & ASSOC. 

ia07 Lyndale Ave. .S., Kenuood tt2H2 



RL'S.S .NEFF 

COY BENDER 

PEHRY 

CHUCK 

ANDEKSO.N 

BURTON 

BROW.N 



Minneapolis- Honeywell 
J . F. Anderson 



ADDISON 
LEWIS 
. NEIL UTA 
PRESTON 
COVEY 



MANSON-GOLD-MILLER, INC. 

loot Miirqueltv Ave. (2), Geneva 9(>19 

Gilt Edge Paint ] 
Chartex -Sales (Mouthw.->sh ) ( ROBERT P. 
,, , . . , , ( MILLER 

Goodrich-Gamblc J 

JAFFE-NALGIITON-RICII 

1104 Currie Ave., Main 5465 

Sealey Mattress ^ SI1> RICH 

IVIARTLN-WILLIAMS, INC. 

1212 Roonoke Bldg. (2), Lincoln 0653 

Creamettes "I RO^ CE C. 
Larabee Mills I -MARTIN 
„ , . „ ( LAWRENCE D. 

Rosc-Kist Popcorn J v»-illiamS 

NELSON-WILLIS, INC. 

Syndicate Bldg., Lincoln 4753 

.Vrcher- Daniels Midland 



niicls Midland | 
National Tea C 



CL^DE LAKE 



NICOLIN-COUSIIA ADV. 

130 South Tenth, Fillmore 6831 

King .Midas Feed J. BOB .NICOLIN 

RUTIIRAUFF & RYAN 

2650 Vniversity Are., Midway 7711 



Minn. Consolidated Canneries " 
Janney Sample Hill 
-American Pressure Cooker 
Blue Cross 
Erickson Oil 
Ro< k Spring Soda 

OLMSTED & FOLEY ADV. 

120O Second Ave. S. (4), Atlantic 8166 



JIM RAIIDAK 
LOR EN 
SORENSON 



Russell-Miller Milling " 
Minnesota Macaroni 
Holsum Bread 
Owatonna Canning 
Ft. Dodge Labs. 



BOB P^LE 
WARRE.N T. 
. WA Y 
BRAD 
MORISON 



VANCE PIDGEON & ASSOC. 

Builders Exchange (2), Bridgeport 6801 

] VANCE 
Gluek Brewing J. 

J WIIITBECK 



KANSAS CITY. MO. 



ALLMAYER & FO\-RESKIN 

707 E. Linuvod Blvd., Jefferson 1400 



Cra 



"] BENN 

wfords xraternit\ Wear I ALLMAYER 
] JERRI 
J RESKIN 



ARCLEE ADVERTISING 

215 Pershing Rd., W. (8), K«>Ior 6450 



AGENCY, ACCOUNTS. ADDRESS 4 PHONE TIMEBUYERS 



L'nited Farm Agency I !5;. • 

* ' I CIIRISTOEER, 



BEAU.MONT & IIOIIMAN, INC. 

921 ff'olnut St. (6), Victor 3063 

Postal Life and Casualty ] 
Bliss Syrup | 
Iloguc Merc. \ 
Crow n Coa< li 
Stamper Feeds 

BRl'CE B. BREWER & CO. 

900 Walnut St., Harrison 41)90 



ARVEY 
PEARMAN 



Faultless Starch 
Western .Auto Supply 
Boyer Gheinical 
James Dishwasher 
Spencer Chemical 
Miracle Green 
Skelly Oil j 



BRUCE B. 
BREWER 
JACK 
KIR WAN 
MAKV KLEIN 
CARY 
QUA RUM 



CARTER ADV. 

609 Minnesota Ate. (12), llorrison 1356 



CHARLES 
^ CARTER 
W. (;. ROWfi 



Marshall Auto ' 
Seidlitz Paint 
Missouri Co-op 
.May Potato Chips 

COMER & POLLARD ADV. 

15 West loth St. (6), Harrison 3964 

International Shoe " 
Geo. H. Weyer-Surlay 
Pickw ick Coffee 

B"^-^pollIrd 

Mission Dry 
Burlington Work Clothes 
L'niversal I \' School 

JEROME G. GALVIN ADV, 

329 Oierks Bldg., Victor 1746 

Webb Hatchet-r \ i^.'!"^'!- 
I GAL\ IN 

CARL LAWSON ADV. 

4722 Braaduay, Jefferson 5155 

Jenkins Music "| JOHN R. 

Mid-Wav Coal I LAWSON 

„ f WAYNE H. 

Dempster Pump J ross 

MERRITT OWENS ADV. 

\ew Brotherhood Bldg. (11), Drexel 7250 



Abilene 



Nourse Oil ) MEF 
Flour Mills \ OJ*„ 



ERRITT 
ENS 
lOHN COETZ 



PHILLIPS REICH & FARDON 

1012 Baltimore (6), Harrison 7650 

Braeraoor 1 jqhN C. 
Ball Clinic t REICH 
Baulk Sales J RALPH PAGE 

R. J. POTTS, CALKINS & HOLDEN 

2233 Grand Ave. (8), Grand 5775 

Colonial Hatchery" 
Cook Paint 
Braniff .-\irways 
Interstate Bakery 
Pioneer Chemical 
Mid-Continent Petroleum, Klko, D-X 
K. C. Southern 
Pen Jel 

Cooch Feed Mills (Foods) 



J. B. 

WOODBURY 
C. C. TUCKER 
BILL BREWER 
GENE DENNI.S 
CHARLES 
JONES 



JAMES R. REESE ADV. 

200 Riss Bldg., Victor 5269 

Superior Feeds 
.Mid-Continent Gra 



ds ) 
in \ 



GARDNER 
REAMES 
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"Let's Face the Facts" this month 
features Leo Olson Advertising 
Manager of the DeKolb Agricultural 
Association Inc., a long-time KFaB 
advertiser. 

s advertisers like DeKalb, ' says Big 
Mike, "that reflect the effectiveness of 
KFAB-presented sales messages." For it's 
the year after year, repeat advertiser that 
reaps success. Likewise, every renewal 
means another success story .... and KFAB 
has many long-term advertisers who have 
been regulars since the early days of the 
station. All types of advertisers have used 
KFAB .... and more are using it all the 
time .... to sell their products and serv- 
ices in the Big Mike area. Hybrid corn, 
machinery, livestock feed, clothing, insur- 
ance .... practically everything used by 
midwesterners has been advertised and 
sold by KFAB. The success of others can be 
yours. KFAB doesn't guarantee success, but 
does help make it possible. Face the 
Facts .... get the facts from Free & 
Peters .... or check with Harry Burke, 
General Manager. 



^}\V^ ^^^^^^ Sy., 




■ ■■ nil Mi>« 



Big Mike is the physical trademark of KFAB —- Nebroska's most listened-ta-station 



AGENCY. ACCOUNTS. ADDRESS &. PHONE 



TIMEBUYERS 



UOGEKS AM) SMITH, I'OTTS-TUIi.MUJI.L 

710 Pickuick llltlg. ((>), llallim,,rr 4^07 



SpciKt 1 (llitiTiii nl 
Riili M.iitl MaiKarinc 
I raiikliii Icc tTcun 



K. S. (l)ir.K) 

ni(i(;iiAM 



J l.lMKilii itci itajii >■ I1I«I<;I1AM 
Aimricati Iitaiit> Macaroni j J.vr.K SLADE 
Coiikiy Ff.d Mills J 

SELDEHS, JOiNES, COVINGTON 

32S2 Ilroaduay, Ji'fferion 5<>50 



Thiirslon Chcniital 1 HAVE 
Old Ameritaii Life liis. J SKI.DE 



DEltS 



STANDAUT & O'lIEKN 

501 Kilianre lll.lg., VlcU'r 60711-79 

C.oiisiiniers 
Miiclilfbacl) liccr 



J. WALTER TIIOJH'SON 

1211 Commerce Trust Hldg. 



I JOHN B. 
J O'lIERIN 



Ford Motor ^ LES SCIIULTE 



I. B. WASSON ADV. 

210 W. Bth St., Victor 7139 



.Vllen llatcherv^;^, «• WASSON 



« . P. COOPER 



FHANK E. WIIALEN ADV. 

Land Bank Bldg. (6), Victor 7200 



Koyal Crown "I 
Payuay I-eeds k^.f^.^LEN' 



D. J. Lane 



DENVER. COLO. 



HALL & DAVIDSON, INC. 

670 Dclaicare, Main 3-1291 



Bowman Biscuit \^\^^ 



SALSTRA.ND 



CONNER ADV. 

431 »'. Col/ax Ave. (4), Keystone S3S1 



Colorado Peaches ^^f^'^,^^ 



GALEN E. BROYLES CO., INC. 

713 Midland Savings Bldg., Tabor 1293 



1 ROBERT B. 
Continental Airlines 1- J^'aleN^'e ^'^ 
J BROYLES 



TED LEVY ADV. 

515 Insurance ISldg., Main 7/33 



„ TED LEW 

Ellis Canning }. bar KARA D. 



ITON 



PRESCOTT & PILZ 

1765 Sherman Ave,, Alpine 5-2S69 



1 nil.L 
Tivoli Beer I PRESCOTT 
GENE PILZ 



RII'PEY-IIENDERSON-KOSTA 

FiV«l A'aliono/ Bank (2), Tabor 0221 

Coor s Beer \ FOX 



DES MOtNES. IOWA 



CARY-IIILL ADV. 

•JW) Alll Bide., 4-0375 

Thoinpsoii Seed 
1 ones Coffee 
Aniiaiid 
Ofto Chemical 

FAIKALL & CO, 

nSO Liberty Bldg., 3-5255 

Ass(Kiatcd Serum Prod, " 
Sargent & Co. 
fox-Bilt 
Corn King 



lAMES HILL 
JOE LaCAVA 
JOA.N 

AMJERSO.V 



JOILN 
M.LARE.N 
ROGER 
BAR.NETT 



J. INI. IIICKERSON, INC. 

2021 Grand Ave., 2-0221 

Towusend Enginccrine I R*'BT, II. 

f MORGAN 

HURLEY ADV. 

214 Securities Bldg., 4-62fi9 

I JACK 
Chevrolet K "t'RLEV, SR. 
I JACK 

J HURLEY, JR. 

IOWA TURKEY GROWERS ASSOC. 

906 Walnut Bldg., 8-0611 



^. , \ E. E. MASON 
Turkeys U,rs 

J WIIAI 



\RTON 

ROGER JOHNSON ADV. 

211 Home Federal Bldg., 8-6539 

] ROGER 
Fclco Feed L JOHNSON 
f HILL 
J MORGAN 

LESSING ADV. 

910 Walnut Bldg., 3-1 149 

Standard Seed 1 

Berry Poultry I E" LaGRAVE, 
Lutheran Vespers I 

DICK NELSON ADV. 

314 Masonic Temple 

Viking Feed ^ DICK NELSON 

R. J. TRUPPE ADV. 

649 /.IS. Exch. Bldg. (9) 

Hospital Service I RUSS J. 

' TRUPPE 

WALLACE ADV. 

309 Masonic Temple 

Hybrid Com Chicks iROSE 

I WALLACE 

N. A. WINTER ADV. 

1106 Paramount Bldg., 4~9I S4 

] S. A. W INTER 
Dr. Salsbury Labs I ^l- A. (JER- 
United Hybrid Corn [ f.^Rvl?''™^ 
I BROWN 



CEDAR RAPIDS. IOWA 



ETTINGER ADV. 

Merchants .\atl. Bank Bldg., 3.S193 

McCray's Chicks (Allied) L CHESTER 
' ETTLXGER 



WATERLOO. IOWA. 



WESTON HARNETT 

217 IT', 5th, Waterloo 

'\ fM! BUYER - TAYLOR PHILLIPS 



LINCOLN. NEB 



AYRES, SW ANSON & ASSOC. 

1310 Sharp Bldg., 2-6920 

\V. H. Bull Co. 
Driftmicr 
Inter-State Nurseries 
Sweet Lassy l eeds 
(Schreiber Mills) 
Anchor Serum 



WILLIAM S. 
OLIVER 

J. AYRES 
KLSS BEHR 



OMAHA. NEB. 



ALLEN & REYNOLDS 

1300 O. W. Bids., Atlantic 4-t-t3 
.Merchants Biscuit 
Peterson Bakery 
Fairmont Bakery 
Tek Seed 
G. n. Lee Poultry 
Uncle Sam Breakfast Food 
Walnut Grove Feed 



.MILTON 
REYNOLDS 
UOLG WALL 
ROBERT 
. REYNOLDS 
QL'ENTIX 
.MOORE 
.MILT 
STEPHEN 



BEAUMONT & HOHiMAN, INC. 

5i6 Insurance Bldg., Atlantic 0369 

Overland Greyhound [.JACK KIRBY 
BOZELL & JACOBS ADV. 



510 Electric Bldg. (2), Jackson 0030 



Staley Milling 
Gland O-Lac 
Skinner Mfg. 
Storz Beer 
■Mutual of Omaha 
Lucky Tiger 
Omar Baking 



BUCHANAN-THOMAS ADV. 

412 .S. 19th St. (2), Atlantic 2125 

Metz Beer 
Paxton & Gallagher Coffee 
Pcrfex (Tidy House) 
Dwarfies 
Vitamin Stores 
Reliance Battery 



J. H. DOW 
-MORRIS E. 
JACOBS 
S. J. WOOD- 
BRIDGE 
CLETE HASEY 
RA.VDALL 
PACKARD 
JOE KELLY 
JERRY 
FREE.MAN 
J. K. 
BILLINGS 
DICK JOHNS 



ADAM 

REINE.MUND 
CHARLES 
HARDING M 
GENE E. 
CUDDIBACK 



THE CAPLES CO. 

1504 Dodge Si. (2), Jackson 7795 

Union Pacific RR 1 jameS D. 
.Mission Pop j FARRIS 

ANDERSON & BALL 

1904 Franum St. (2), Jackson 64O0 



MASON CITY. IOWA 



CHARLES J, CASEY, L\C. 

Iowa Retail Hardware Association I ^••AS. 

I CASEY 



Interstate Hatcheries 1 pAL 
Omaha Livestock j IDA 



HAROLD 
RALL 

MAE 
BURKE 



JOE H. LANGHAMMER 

Omahn .\ntl. Bank Bldg. (2), Jockson 6190 

Crown Products I J- ^- LA.NQ. 

I HAMMER 

UNIVERSAL ADV. 

203 W. O. W. Bldg., Jackson 0448 

Coope; 



>oper ) 
Frito j 



(Concluded next issue) 



JAMES 
LIPSEY 
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YOU iJtH/Kl THE WHOLE 

-COUNTY 

PORTLAND, OREGON MARKET 

with 




CHANNEL 6 

KOIN-TV 



PORTLAND, OREGON 



You're betting on the champ when you buy 
KOIN-TV. No other station or combination 
of stations in the Pacific Northwest duplicates 
KOlN-TV's tremendous sales coverage . . . 
sales impact! 

Check This Solid Sales Punch: 

BIGGEST COVERAGE 

KOIN-TV alone delivers the full 30-county Portland, 
Oregon market . . . over 340,000 TV sets ... 1 ,677,900 
people with a per capita sales twice the national 
average. 

HIGHEST RATINGS 

KOIN-TV alone leads morning, afternoon, evening in 
the current ARB . . . 49% more audience during the 
week ... 12 of the top 15 weekly shows ... 8 of the 
the top 10 multiweekly. 

For Biggest Sales Results 
Pick the Champ! 

PfCK 
KOIN-TV 



THE BIG MR. SIX 
IN THE WEST 




Represented Nationally by CBS Television Spot Sales 



25 JULY 1955 
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From itt't tt> sinpt: A(l\ erli.-er^ are 
])Ulliiig iiKieasiiig budgets into film 
•series' tliat were i)re\i()U>l\ >li()\\n on 
network. One of tlie large*! hu)s of 
this nature is rec ent purc hase of 7 he 
lliiiitet, wliich Tafon Distributors of 
Cal. I through Frank Miller Advertis- 
ing) bought from Official Films. 

Official acquired the film series a 



few weeks earlier from R. J. l{e)nolds, 
for whom The Hunter was produced 
by W'm. Ksty Co. Through fall and 
early winter 1954-55. the scries was 
on \HC TV Suiulays 10:30-11 :00 p.m. 
atlverlising W'instons. 

Tafon plans to use The Hunter m 
some 250 markets to advertise it? re- 
ducing drugs. The estimated time and 



talent costs will be around SI million. 
/ Official's newest property up for 
^syndicated reruns is Willy, a situation 
corned) starring June Havoc, which 
was telecast o\er CBS TV Saturdays 
10:30-11:00 p.m. throughout the fall 
1954-sjjring 1955 sea:?on. 

W'esivru films y» South: Film svn- 
dicators are finding Latin American 
markets good outlets for Western fea- 
ture films. In a recent package, MCA- 
T\' sold the Caribbean Network 45 
films including 36 starring Roy Rog- 
ers, nine starring Autry, These films 
are scheduled to go on the air in Oc- 
tober over Channel 0 in Havana, Cuba, 
and over W'A PA-TV in Puerto Rico 
for a two and a half year period. 
( Please turn to page 52 I 




film shows rerently made available for syndication 

New or first-tv-run programs released, or shown in pilot form, since 1 Jan., /955' 



Show name 



Syndicator 



Producer 



Length 



No. in series 



Show name 



Syndicator 



Producer 



Length 



No. in series 



ADVENTURE 



DRAMA. MYSTERY 



Adventures of 


Official 


Sapphire Films 


30 


min 


In production 


Robin Hood 










Adventures of 


Official 


Towers of London 


30 


min 


In production 


Scarlet Pimper- 












nel 












Captain Gallant 


TPA 


Frantel 


30 


min 


39 


1 Spy 


Guild 


Guild 


30 


min.. 


In production 


Jungle Jim 


Screen Gems 


Screen Gems 


30 


min 


1 (pilot) 


New Adventures 


NTA 


Bernard Tabakin 


30 


min. 


26 


of China Smith 












Passport to Danger 


ABC Film Synd. 


Hal Roach. Jr. 


30 


min. 


39 


RIn Tin Tin* 


Screen Gems 


Screen Gems 


30 


min 


39 


Sheena, Queen of 


ABC Film Synd. 


Sharpe- Nassour 


30 


min. 


26 


the Jungle 












Soldiers of 


MCA-TV 


Revue 


30 


min 


In production 


Fortune" 












Tropic Hazard 


Sterling 


Sterling 


15 


min. 


In production 



•Available in markets not currently o*»ught by Nabisco. 



"Sponsored by 7- 


Vii in 120 markets, but uuuiy are 


open on alternate 


week basis. 


COMEDY 


The Goldbergs 


Guild Guild 


30 min. 


1 n production 


Great Glldersleeve 


NBC Film Div. NBC TV 


30 min 


1 (pilot) 


Little Rascals 


Interstate Roach 


10 min. 


22—1 reel 


("Our Gang") 




20 min. 


70 — 2 reel 


Looney Tunes 


Guild Warner's 


15 min. to 


Library 






one hour 





DOCUMENTARY 



Key to the City 


Hollywood Tv 


Hollywood Tv 


15 min. 


7 




Prod. 


Prod. 






Living Past 


Film Classics 


Film Classics 


15 min. 


7 


Mr. President 


Stuart Reynolds 


Stuart Reynolds 


30 min. 


3 


Science in Action 


TPA 


Calif. Academy 


30 min. 
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of Sciences 






Uncommon Valor 


General 


General 


30 min. 


26 




Teleradio 


Teleradio 







DRAMA, GENERAL 



Dr. Hudson's 


MCA TV 


Morgan &■ Solow 


30 min. 


In production 


Secret Journal 










Celebrity 


Screen Gems 


Screen Gems 


30 min. 


None 


Playhouse* 










Confidential File 


Guild 


Guild 


30 min. 


In production 


Brother Mark 


Guild 


Guild 


30 min. 


In production 


HIS Honor. 


NBC Film Div. 


Galahad 


30 min. 


In production 


Homer Bell 










Science Fiction 


Zlv 


Ziv 


30 min. 


In produetion 


Theitre 










Tugboat Annie 


TPA 


Edward H. Small 


30 min. 


In produetion 


Wrong Numberl 


John Christian 


John Christian 


30 min. 


1 (pilot) 


•Very similar to 


Screen Gems' "Ford 


Theaire." Pilot 


unnecessary. 





New Orleans 


Minot TV 


Minot TV 


30 min. 


26 


Police Dept. 








39 


Paris Precinct 


MPTV 


Etolle 


30 min. 


Police Call 


NTA 


Procter 


30 min. 


26 


Sherlock Holmes^ 


MPTV 


Sheldon Reynolds 


30 min. 


39 


MUSIC 


Bandstand Revue 


KTLA 


KTLA 


30 min 


6 


Bobby Breen Show 


Bell 


Bell 


15 min. 


r (pilot) 


Stars of the 


Flamingo 


Flamingo 


30 min. 


39 


Grand Ole Opry 










Ina Ray Hutton 


Guild 


Guild 


30 mlh.. 


i (pilot) 


Story Behind 




Randali-Soiig Ad 


30 min 


1 (pilot) 


Your Music 






30 min. 




This IS Your 


Official 


Jack Denove 


26 


Music 










RELIGION 


Hand to Heaven 


NTA 


NTA 


30 min. 


13 



SPORTS 



Award 



15 min. 



In produetim 



Jimmy Demaret Award 
Show 

Mad Whirl NTA Leo Seltzer 30 min. 52 

Touchdown* MCA TV Tel-Ra 30 min. Approx. 1^ 

•Arailable with start of fall football season. New film each week. No reruns. 

VARIETY 



Ziv 



30 min. 



In production 



Eddie Cantor Ziv 
Comedy Theatre* 

*Sliow is sponsored by Ballantine In 2S markets. Is aired In total of 201 markets, 

WESTERNS 



Gene Autry — Roy 

Rogers 
Buffalo Bill, Jr. 
Steve Donovan. 

Western Marshal 



MCA-TV 



CBS TV 

NBC Film Div. 



Republic 

Flying " 
VIbar 



I hour" 



30 min. 
30 min. 



123 

,ln production 

39 



WOMEN'S 



Amy Vanderbilt 
Hollywood Preview 

It's Fun To 

Reduce 
Life Can Be 

Beautiful 



NTA 

Flamingo 
Guild 

ABC TV Films 



United Feature 
Synd. 

Balsan Produc- 
tions 

Guild 

Trans- American 



5 min. 

30 min. 
15 min. 
15 min. 



I (pilot)^ 
Jn production 

IS6 
5 (pilots) 
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REMIND YOU Ot^ A TELEVISION iMARKET? 



In any major market there is usually one leading television service vith a long-estab' 
lished viewing audience, a station with an individual approacjh to programminf and | 
personality all its own. 

Such a television operation is WOI-TV, serving Des Moines -plus 50 additional rich 
Central Iowa counties. WOLTV successfully combines coverage and viewership as a 
continues to dominate the Central Iowa area. 



1 



WOI-TV 




AMES-DES MOINES 
IOWA STATE COLLEGE 
ABC FOR CENTRAL IOWA 
REPRESENTED BY WEED TELEVISION 



When you say TV 




ev^eryone knows 
you mean 




210,400 watts m. r. p. 



l_OCAl* 
RECOGNITION 



Civic movements . . . charity drives 
public appeals: They turn first to 
WKNB-TV for support, and get it. 
ir More than 40 women's clubs on the 
air every month — 82,000 visitors to 
our new studios in first 10 months. 

The most live shows . . . local news,' 
local programs ... local civic service... 
special studio-produced spectaculars. 
★ Channel 30 is the TV vehicle for 
Hartford County and the New Britain- 
Hartford market. 



^NCENTRATED 
COVERAGE 



More than 300,000 WKNB-TV fam- 
ilies. (UHF conversion 81%. ARB 
Feb. "55) 



HIGH RATINGS 



Ability to capture audience with net- 
work or local programs. 
42.4 CBS Jackie Gleason Show 
18.7 WKNB-TV Early Show 
(ARB-Feb. '55) 




WKNB-TV 

1422 New Britain Avenue 
EST HARTFORD 
Connecticut 




Represented by The Boiling Co., Inc. 



FILM NOTES 

( Continued from page 50 j 

SUuutUni vomrdU's: While 195.5 has 
been a tough year on network situa- 
tion comedies, this type of pro;^:aming 
has been making sales on a spot basis. 
Among recent regional sales is NBC 
Film Division's Great Guildersleeve 
which will be sponsored by Lucky 
Lager Brewing Co. (through McCann- 
Erickson) in nine Western states, 
Alaska and Hawaii and by Hekman 
Bi=( uit Co. (through George H. Hart- 
man agency, Chicago) in 10 Michigan 
and Northern Ohio markets. 

Film sales in Europe: Growth of 
tv set ownership in France and in Ger- 
many, particularly, is spurring sales of 
American film series to European tv 
stations, according to Ed Stern, head 
of Ziv's international division. Ziv's 
most recent sales to European stations 
include a French-dubbed version of 
Mr. District Attorney to the seven-sta- 
tion network of Radio Diffusion Fran- 
caise and to Tele-Monaco. Ziv has also 
sold German-dubbed Favorite Story to 
Tele-Saar. Germany seems to be the 
most tv-minded country on the conti- 
nent, with an expectancy of 15 mil- 
lion tv sets within the year. 

\'ew puppet films; Delira Corp., Los 
Angeles, is producing a three-minute 
pilot film for showing to regional li- 
censees of the Wild Bill Hickok Mer- 
chandising Division. Stars of this 
film will be puppets resembling Guy 
Madison as Wild Bill Hickok and 
Andy Devine as Jingles. The taped 
voice-over will be that of the two stars. 

The purpose of the film is to make 
it possible for licensees in the clothing, 
food and toy fields to use these puppets 
in their local tv announcements cam- 
paigns. "By offering the puppets to 
our licensees," says Ira Dowd. presi- 
dent of the Delira Corp., "We're pro- 
viding them with unusual and effective 
tv ammunition with which to reach 
their consumer trade. At the same 
time, with this method of presentation, 
it is possible to hold all costs to a 
minimum." (Syndicator: Flamingo.) 

Puppets and sets will be made avail- 
able to licensees for about $500. 

IJtilitios buy film series: The trend 
towards stepped-up cooperative ])ublic 
relations advertising characterized by 
the Electric Companies Diamond Jubi- 
lee over the four tv networks last fall, 
is now carr\ing over into spot program 
sponsorship. Utility companies from 



varying parts of the U.S. are buying 
a new MCA-TV film series. Doctor 
Hudson's Secret Journal for this fall. 
1 he lineup of sponsors starting Sep- 
tember includes these companies: To- 
ledo Electric Co. in Toledo Ohio; the: 
I^nion Ele<;tric Co. in St. Louis, Mo.- 
the Carolina Power and Light Co. in 
Ashville, Wilmington and Raleigh, 
N. C, and Florence, S. C. 

The series consists of 39 half-hour 
films starring John Howard in a role 
based upon Lloyd C. Douglas' novel. 
Doctor Hudson s Secret Journal, which 
he wrote as a sequel to Magnificent 
Obsession. 

Vietc'tng trends: Buying a film series 
is far from a hit-or-miss proposition 
for the advertiser today. Now, better 
than ever before, he can pinpoint the 
segment of the viewing audience he 
wants to reach by making a careful 
study of audience composition infor- 
mation available, sponsor's Film Bas- 
ics for example, gives audience break- 
downs for 75 syndicated programs 
based upon the April "U. S. Pulse Tv" 
report made in 22 major cities. 

The report shows that adventure pro- 

tSTelevision has the defects of its vir- 
tues. A nation whose living rooms are 
piped together, so to speak, via televi- 
sion, is a nation of greater cohesiveness 
than otherwise. But the unwanted twin 
of rohesiveness is conformity. Is it up 
to the television industry alone to de- 
termine how we can have the strength 
of cohesiveness without the sticky glue 
of conformity? — or has not society 
some answers to work out here strictly 
on its own account?" 

FRANK STANTON 
President 
CBS 

grams draw a surprisingly high per- 
centage of women, anywhere from 30 
to 50% of the viewers to the show. 
Such programs as Mr. District At- 
torney, Passport to Danger have a 
mixed adult audience that leans only 
somewhat more toward men. Even 
such a kid-appeal high adventure 
show as Ramar of the Jungle has 40^ 
or more adults, fairly evenly split be- 
tween men and women. And Super- 
man'^ audience is over 30^ adult. 

Trends in film viewing preferences 
and an analysis of film program buy- 
ing practices are included in spOiNSOr's 
Fall Facts Basics issue, 11 July 1955. 
The complete Film Basics section will 
be available in reprint form at 25c per 
copy; quantity prices on request. 
( Write to Sponsor Services. Inc., 40 E. 
49th St.. New York 17. N. Y.) * * * 
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There's always one 



f hat *V 0 PS the rest! 



atop Mt. Greylock in Massachusetts 



^ extremely high transmitting site 
(3700 feet above sea level) means 
fops in area coverage. 

effectively covers 3 MAJOR 
MARKETS in 5 STATES. 

* serves 507,000 TV families 

in more than 100 communities 

iAr reaches industrial, urban and 
rural areas 

* offers MAXIMUM TV coverage at a 
low cost per TV home 



GREYLOCK BROADCASTING CO. 

8 Bank Row • Piffsfield, Massachusetts 

Represenied by THE WALKER COMPANYv 



WMGT- Channel 19, the only 
TV station which blankets the 
populous and prosperous area 
of Albany and the Hudson 
Valley, the Berkshire Hills and 
Springfield and the Connecti- 
cut Valley — 13 counties in 
eastern New York, northwest** 
ern Connecticut, western Mass- 
achusetts, southern Vermont 
and southwestern New Hamp- 
shire. }¥^rite today for full 
details. 
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Mcnnin Co.. MrConn. Erlckion. Kenyon A Hick. 

hordi ABC. VV 10 pm Io ronri 
M]l(i Lab>. Waiie: CBS. Tu 10-10.13 om; :.?:13 
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10 10:30 pm; CBS. Sii I B pm; F 10. 10-30 
pm: Sim 10-10 31 tiiii. " lai.i 

Ouaktr Dali. NLAH: N'BC. alt Bun 1:30.9 pm; 

Wherrr. Biker A Ttldoo. CDS. Sun U:3D'l pm 
Rafalon. Pui Ina. Guild. Beiwm & Bonflell: ABf. 

T 10-10:30 pn 
RCA. KAE: NBC. » 9 9-30 pm 
Rtmlnglon Rand. TAB; CBB. alt Sub 10:30.11 

Riylon. BBDO. Wetnlraub: CBS. alt T 10 10-30 

pm: Th lO'lO'JO pm 
R. J. Reynoldi. CiIt; CBS 9 30.10 pm; F » Jjn 

9 pm; NBC. It. T. Th. F T'4S.B pm; NBC. 

Sun 10:30-11 pm ; 3 o( 1 Th. 13 30-1 pm; 

CDS. Th S-l:30 pm 
Reynoldi Matali. Seedi: NDC Sun T-IO-S pm 
Ruannd PkB.. O.BAB; ABC. Sun T T;BO pm 
Sthltk. KAE N'BC. St B 30- 10 30 pm 

Bthllt/ Oravlnt. LAV' CP-* f 0 .f" 

S«ott Papor. JWT' N-SC. W ll '30'B pm ; CBS. 1* 

10-10:15 am; F 10 IS.30 am; Th 3:4S.4 pm 
Shcatfer Ptn. Sredi .\rC. w V 3ii-IO um; l'11-S. 

all T ^ i 30 pm ; Sil U VVI um 
SImmana. TAB' ABIT. W t'SOlO Dm 
SImonli 0* . BBCB; NBC. ali F j|'9.;30 up: CBS. 

W-S'flO.43 pm 



Slngar SewlnB. TAB- CBS. Th B 3B-10 | 

^ "■N'Rr''''C''B%''ar"n.n^"^' ^ " '""^ 
Staliy Mt|.. BAR: CBS. alt Jl 19:13-00 an 
Standard Rrand). Bolea: NBC. It 9'I!0-B pm 
Slate Farm. Nt.AH' NTiC. F 10:13-11 pm 
Studabakar,Paikard. BAB: ADC M l.»:30 pm 
S»«eli Co. Jlnello A Elien VBC. SbI 10 30 |l 

m; .MeC-K 
30. H pni 

Sylvaola. JWT: CBS. Sat 7:30.|) pm 

T-.s, Co, lf...|ner: NTIC. »3n.|0 nm 
Tlde_ Wotar Auoe. D|l. Bmlian Mlf. 



j..1i1 I 
Tonl C".. W A(7 ms. 



T Til 



. Til IT II \^ 

--. N71I'. Sun : : 3fi 

' '*-3n v pm; rtH. n. .1-10-11 i.m 

us. Steel. BBDO: CBH. all W 1011 pm 

"•Tis'li'.:'-' "^"""^ 
Walch Orapa Julca. tlCSS NItC, iii f 
Waiion Dll. FllKmld' KUC. W. F 4 4 la 
"' I'^'l'.^'t;; MrCar-r-Eilrk-fin rRR, M m 1 
Blo». Brlrn.TnHo: CBS 



White I. 

0 30. 10 pn. 

WrLnley, HA 11 CTt.* 
Yardiay. Ajai : CBB F II. 11 la 



IS-B c 




DONi 




I" 



TV time bu)ers like )ou prefer WBEN-TV because of the 
production quality they've learned (O e.vpect from this 
pioneer station. On the air since 19-48, WBEN-TV ts — 
by faF — Buffalo's oldest TV outlet- This means seven 
long )cars of experience in giving commercials meticulous 
h.indltng hy a crew of production e-vpcrts who ha\'e been 
with WBEN-TV since it's beginning. 

These skilled crews take each commercial snioothl) o%er 
the rough spots — fpoin sound to lighting, from camera 
to CONSTANT control room shading The result is a 
qualit) trc.ittnent that only experienced conscientious — 
Specialists can produce. 

So when you bu) TV time in Buffalo, buy QUALITY .'' 
Buy WBBN-TV ! 



^^^^ 



CBS NETWORK 

WBEN-TV 



BUFFALO, m. 



witfi-TV R<Fi>tese.,l6Ti^t 

Harrington, Ri|hter l^d Parsons, Inc., New York. Chicago, ,.$an Pjaiyiisco 



in [ 



"The service with the most subscribers" 
LARGEST SAMPLING OUTSIDE U. S. CENSUS 

Pulse-trained supervisors and staffs 
are in demand for special assignments. 
Typical of more than 170 firm^ they 
serve between regular Pulse surveys: 




Daytime 25 July 1955 



TV COMPARAGJIirH OF N^TWORS PRUGRAIVI® 



SUNDAY 



Ftil 1 



ii itifnii iK: (.1). 
i/t/ciMHi (S* Sc.\.\it)iis 
liurr'uiiu Ihnur / rxn/.s 
Allanlic lif fining; Co, 

.li.lU).&:(). 
Hciltftll t?* /Soil Irs 
J.ff) Hill net t 
illoii ( '<un\nni \ 

C.iuitphrU- Milhuji 
C.nnuilmu ('.i>. 
Cii/fiatfl'filitutlirr 
i.l IlK . 

l-'aii l- huh'F.s 

/■'ontr. Cmif iK: llrlthii^ 

/'ti/lri iK: Siiiilli tK: Ross 

(in/lnj) iK: linhinsou 
CciiiTfi/ I'omh (!tU:ji. 
Cillrlli' liiizoT Cn. 
(ir)fi: \('icr/l iV- (iiiiipri 

//(tiftoini KIcrli ic 
hisliliilr for llvsiarvli 

an Ma.\.\ Moliiiitifuis 
/nfrniiiUoiiii/ l(rsroirl) 

AssoruiU's 

Kciiynii tS: ErhiinitH 
Kinn, /u'cfy.v 

/■ru'i /has. 



McCnni' //ill 
\/ini.\<iiilft 

iSaliniifi/ Aituly.slV 
\(il 'n)Htil /lisriiil Co. 
( firrfisJ/liiiois 
Uohrti W. On 
Opinion l\r.<cnnh C"^}}^ 

/'jiiis S: /'rnil 
i/frn! I'o/ii: 
I'rjisi-Coln 

I'l ndcnlial ln.\nrtinn' 
/'s ) rhalafiirn/ Corp. 

(Juulirv^inls (':i>nip<in) 
I'Jnui liupcr 
linthitinf] xK: Ih-iiu 

Snfni-in .S/orctS 
Srnllrst 

//'. A'. Sininiini.s 
Ihnivl .Sinn /i 

Sicii-nil. /)nnnnll- 
Sn//irnn. Stanffrr, 

Culwrll ,K: nay Irs 
Sn-rfl iK: Compute 

J. U ti/hr I'hmnp^itn 
I inii (.'innpfun 

U'ildituti Cninjniff) 
) onn-i Kuhicaui 



wild Bill 
H[<k*4> 
Kill-tV Co 



•III) |nr Ti>il<7 Uuikar OiU CO: 
Iru uuIImI whiil, rit* 

INT L &Jdt[uiU« 

Whtrrr, Byiar 




orolrimini y^,^ ^^^^ 
to 

□t>n Uimiiiilci 

Morilr. Humm A 
/en nil on* 



FrMll<n.,i^ I 
Filth--,, 

NT iJtr 



This month throughout the U.S., 150.000 homes ore 
being interviewed for next month's "U.S. Pulse TV" 




AND URBAN COVERAGE 



PULSE, /nr., 15 IT est 46lh St.. AV„r y„rk 36 
Telephone: Juilson 6-3316 




QuUir 0*[i> , 

DOOi k 



TV 1trrll«l.n*l 



Ci*t. GilUnt af- 

'Mum 



MONDAY 



Britti)hMjnri 

DC3S 10-I0:IJ 

l-rudfnll*l C&H 
fnltt llli: fttn 
edNT III m L 

^ Iir 170JI 

Arlhur Dodlriy f 
Biusr ft Blink 
Lii Burnttt 

a 10 JO- < 5 
Brtiil-Urri.Y&n 

m.w lli:tD-1l 
SOTir h 
■inul K br l}7fl3 



TUESDAY 



QtCtrn {ecnl'dl' 
I m.* II-11:U 

IFO *B 
|-illit)urr mill 
lu-Ui ll:IS-ll, 
Burn«tt 61 itru 
:f(rlki II 8lik ) 
Coliir*: [ihptt;' 
1*1. lupcr ludi. '' 
l-*lll>oliii. lib. 



Vi||**l Lady 
a*n Mli: bHalT 
StNT tn.iit 1. 
OF! the HU.eOO 

Livi •( Llli I 



P*[|. jwf 
asm mr i, 
B-B-T isrilh ) 
' Ould|«f light 
P&n [iiirr. Ouitl 
B3NY in X 1/ 
C»fiH ^JIO.OOO 



Wslromi I 

fAQ p>*ll. I 
I'OfJ •now 1 
JDJOli m f li' 
B&B lilt 001^' 



lU 10 15 
P*0. BB*T, 
alt m 10:16-30 4 
SGCb L 
U br 1713 
% br 11160 



Plapla •( Homo 
I \rlmo FYuncliJ 
N'v m-i 



GWTV Moore 
Mlto* l^bt 
W4do Ad* 

ru IO-IO: 1S 
KfllotC BurosH 
lu 10.13-90 

■4 Or |a03l 
Artnur Gtdinr 
an . Irlfidtiro 
ru.ib lu.3U-4t 

t C^B Si 110* 

LtllMI. BuTMtt 

Lu.rD 10:43' II 



.Vo„ nttwork 
prDgrimlni 



Pllliniirr m\lif 



■ If Pavofl 

0)lt*[>: Fib. 

(hlorotihrll tih- 
r pit. ruhmr hill 
83NT IB- W.I r, 
Itui tu.thl 

Eiri 



j m-t II. n 
I I tVoDifn'i *erili-p 



tiiUiblo , 

1-mln P»ri1<-1 
llm* A Ul WMKM 
[■•• lu ror 
tponiar II it I 



Ford Bhow i 
rrnclpr&aiQiblii 

13. 1^:13 *e« 
Ht [□-[ I. 
Banlpfi & BowlOi 



Gvdlrijr' 



ifdt 



FMth>r Y*v I 
N*i[ 
(gull. Dud 
Colljiri I. 
t«l(*l*-P«liaoUio 
lUNT mt L 
*lt d IIJO 15 
Cjty MM* 



Tool Co 
lu ll.|l ir> 

WlIM & GlIIW 

llli i/zi 
mUtbutj MUU 
iD-r[i IlilS 10 
L«o Burii«tt 



-Villuil Ladr 



Srvth [or Tm'W 



Jaik Pw Show 



W*l(omi 

I e&Q: prtU. 
1 liOrT irum 

DF9 '** ■ 



Rdbart Q Liwff 
Mllft: ilkt-ttlur 
Widi 1-3 IS 
Holfno CXirtU - 
t l:lE-ao 
, Fwit LudllB 

T5NT L 
, ^4 hr »Q(H) 

! An LlnkUrtar 
KfllBOi *ll pr 
BlHr L. 

I LB lu.tft l:W -1l 
PDltburT Blllli 
!:(B-S 
LB Uhr lion 



ZIn 



Bob Crnby 
9-30.43 lui 
a ilcn*rtl Ktllli 
I t3Ri n.w.r L, 
I 9:19. 1 



Briihlw Oty 

IPAQ i 
SllINT Bl f d 
YAR I93IK1 
Thi %a<r,t Utrni 
Am Roao Pmdi: 

B . B T 110.009 

Dn V«ur Aiiouot 

in-ln Elllorn , 
PAn- ll.1f pnl) 
I!2XT tn.f L 

'B&B IU.SMl 



S9I0O P'ojrunlni 



II Pay* U b* 

Marrird 
ProcltrAOiiiiblo 
S:IS. t ICB t 
Uy L 
Usnlon & Bowlef 

Wir of IhB 

World 
UurdsD CO 



rirti Lo*» ' 
Jori6n* Co 
ISPtdJo m.r L 
Drr IH.OOO 



M«dtrn Rnintt* 
relitU.PalEDolli* 
IOOJ<T IP ^1 d L 
'lloutlM .I1I.H4. 



«aj ED f t 
I edIii pirllc 



Howdr DwMy 
Hlindird Rruidii 
rural puddlCEi.' 



B»b CrMby 
TonI Co 
iSBj .^■.Hi.4J L 

MM S/2 
W*la A Oall*r 
<4br 13100 



Brtghlrr D«y 

m-r llM DIOO) 

VAR 



On Your AiEmint 

t^in ElllDiil 
r^O: tidr. prtll 

ED.r 

B«nt»n t BovUi 



Mnrrletl | 
Piocirr K O^niblD 



Woy ol Iho 
World 

Bor<It^i) Co 



Modtrn Rcim«nE*i 

^ColfllO-PllDlOllIf 

>P alt diyt 
Bryan H«**t«D 




in. 



Hoady Da«dy 

Kdioc* Co: 
-lr> kriiplci' 

Wi 

LB liM hiK 

lu th B:90- 4S 
Coliaio' iltiptL 
BINT 0-4B.fl IdL 
BatM ^tv IIMt 



WEDNESDAY 



THURSDAY 



6iiifl Dona S<hl 
10. 10 43 I 
.MukhilUa SMp*^ 

sa&w I 

t.Ui 10.10 :19 % 
Culfiu: Bolat 

PJiO: BB&Ti 

lU IS- "thr 1745 
10-30 i^ilirlMEO 



M L4F 

lati OOTI) 

Pa/lle iporworit 
ntir-Eisr Prodt 
FtS tR 1 
H. J. Biloi 

Uuon 

UUli Brot 
' Tod Bo to* I 
l!*«rl*M EIm: \ 
bntl-gulk 



Tannotiia Ernt* 

Ford Show , 

VS.G \2 12 1^ 



F**thtr' Ymit 
N*tt 

Colfiri Pilmolli* 
■ II d 13 90-1B f 



Gory Moor* 

Stinonll Co 1 
Tilhim-Liird i 
I » 1 0-10:13 on 
l;(il Fdi' DF9 
« 10:13-30 
■|| .M.TONT I* 
\ hr »03t 
Arthur Godlriy 
, Corn Prod*. MIIKr 

w 10:30 . 13 
' lirl»tl-Mjr».Y4n 
ED.u 10:43-11 
IOT*r Ji 
' ilmul ^4hr S370S 

Godtr*r (cont'd) 
Lecor: pi-piodant 
m.w ll-ll:IB 
FOAB 

riiituuTT Mint, 

■a th 11 :U-30l 
L*o Burnfll t 



Villant Lidy 
a*niril Mini 
ED.w.t (t*o mosi 
0F3. K-R 

Lov* Of Lll* 
AiBir Bona Pi 

ID- t Ik* EDODl 



I .DIni QanO | | 
WiBd«r Co: ' 1 
I orallln. 10:18-30 



,Dlni QanO 
Sch*«l 
l»- 10 .- 
WiDdar Co: 
I orallln* 10:10-30 
I T(Ih*ni-L*lr4 
jDhntn fc Johnin 
Y&R thru Judo 
. CQ n-r I. 



T'*Vin«ttaB ErnI* 
Ford Show I 
rroTlcr Guniblo 
12-12:13 



Fo*Ihor Your 
N*tt 

■CulEale-PalnollTf 
,, all d 13-.S0 45 1 
'I NT tn-t L. 
Erty 



eoir Ptpor J 
J W T?i«niw»n K 
Ul 1B-19 :ll I 
1 tun Klni: JWT 
1(nl: Burnatt 
ill Ih 10:15-30V 

.vrj.vv u 

*i hr l2IWi 
'rlhur Godfroy 
ilM: Irlgldalr* 
iii.tb 10:30-10 

r.iB 

K*UOfi o* 

I lu.Ul lU IB-ll 
B-pra*tt 

Gi<lfr*v (mal'd) 
Daw Chi>ra1<'*l 
IM 11-11 15 
McM. li A 
I'Ultbua UUIl 
■..-Ih ll:U-30 
Ltf Burnatt 
4iiV(r L 
nioul mbr H705 



»trlk* It RUh 

CoU*t* 
iii-t ItM mon) 



S. ir(h lor Ton'w 
PAO: jWt 
'11-1 ■■** EDOOl 




Day time 25 July 1955 
SATURDAY 




t'tng Ooni 9Eh»ol 
, ID. Ill IS 

f MtrLhilUD Soap 

I SBlW 10-10:15 

Gartior Prod* 

D-Arty 10I9-9» 



Paoplf al Homi 
NY nil Liip 



i; tiding Light 
r.tO: Iiorr. diMt 
iii-i i*H motor, 



I I mo A -ta] IMOO 

Ttnim*** ErnI* 

Ford Show 
I'nxiii-r -V nmiililD 



Benton L Bawlci 

Fwithtr Yotv 
N**t 

ColitU-Palnoilr* 

all 4 H:80 -4S 
It. J. lUrnoiili; 
wtrutdD elft , 

IB ED In. 9 Ih 



NT 



t^itk Paar Show 



WtUoma 
Trnvolart 

PAO: prall. 
1 1 017 anow 
m r laae edodF 
OFS 



Robart 0 L*wl* 
Cora Prod* Ret 
84NT L 
Min or w2 .2 IS 
□an Mill* 
w.r 2:13 30 
8BD0 

hr noOO 
Art LlnklAtt«r ' 
Lditr' turl 
- CD.w.t 3 90-13 

BBDO 

Plllabury Mlllil 
ED-Ib a:4B-3 C 

Loo Burnttt I 



Beb Crotby 
Sliiianlx Co 
SSC B 3:3 0 43 
Dtncrnl Mlllt 
ID W.I 3 45. 4 
44 Hy L 
K*cn- U b^ 

R*BV« »3I00 



Brlihlar Oay 

P*0 ' 
m-f (to* aanl 

VtR 

Tha Saotl Blortn 
Am Hoed* Prodt'^. 



On Your Aitount 

iwin Ellloiil 
F&O: Itde. prtll 
ED-r 

Banian & Bovlea 



Bark*' Blll'i 
Cirt»oni S-B:1S 
G«n Kilt: tui Jar* 
71.NT w.t P 
Eity '4hr 31000 



NO'-ntlwork- 
Orn»r_aml^ 



WtUtm* 

I'AQ: Prtll. 
Uory tnow 



Alt Ab«u1 Uiy 
Llbby. UeN*||| 

A LIbby: katiy Id 
llCb ihoai L, 

JWT 



J "4 hr 13000 

Art LUklallar 

ilv.'llofi: til jft 
BlElr L 
La tu.lh 9:9 015" 
l-llltbarT unit 
Di-tb 1:43-8 I 
LB (4 hr 14.000 



No- oalwork; 
grolrunUii 



1 1 Pay* to ba 
MgirrlFd 
I'liKltr iV Oamblo 

Btnton & Bovltf 



J. 



No' Btiworle 
progrlEDlDC 



Way the 

World 
Bord»n Co 



FIril Lov* 
Jarioni Co 
Ptitla m.r 1 
RobI W. Orr 



Panic: Oun Tda: 



Howdy DMHty 
ConiiDfDial Bkc: 
wonder breid. 



I 



(lob CrMby 
( l T^inl Co 
Wiilu & Geller 
lb 9:90. 13 
j' SI S/1 
3MII Papar 
Ul 9:13-1 
TOHr L 
J W Thorn gtan 

BdgUor Qmr 

P&O 
iii.t (at* mM) 

Y*jR 

fh* St<r«t Storm 
Aimir Homo Prt 
tn I (tea moDl 
B-_a-_r 

On Your AtfounI 

■Win Blliotii 
FMV. tid*. pfeil 

I tn-f 
Btntsn & Bnltf 



JWT 

f 10-10: 19 
Sleolt Pipor 
J W Thomflion 

f 10:13 -30 
SOS: McC-E 
Tunj: BurnntI 
alt f 10 3 0 45 
i>iniorIad RIra 
Burnatt 

t 10:13-11 
B3 g5NT L 
^4 hr 110381 

l-—- 1 

Garry Mtor* 

loonl-dl 
TnrdloT ot Lndn 
Aytr t ll- llir, 
BoT'ltn rixvla 

ocss r ii.is-3n 

S-l-TONT I. 
^ hr l»13a 



Valiant Lady 
Oenoral Slllla 
ED w.t liaa mon) 
OFS. K-R 

Lova at LIta 
-tmtr Bsint Pr 
<Di-r Moe EDonl 

BB-T 

Srifoh (or Toni'w,. 

PAO; JotT t 
m l I IM mon) 

B -B-T I 

Oulding Lighi 

PAQ : Itory. dittt 
m-r fiN moni 

ComgtMi 



WaUema 

TAG; Prell. 
I yon »now.^ 
m t Ii*« moril 

Robert D L»vla 
Itrown A WmtnT 
yli-aroy — *ll it)r 

Botai 2-3:IS 

Ota Slllli 
. T..t 2:15 30 

{bbdo 

'iflNT L 
■4 hr 13000 



' liott Plrrinnla 
IAy«r 2:4S-S 
I e*ny jj 
I ^hr 140O0 



piuKi amini 



Tid M*ck'( 
, Msilnaa 

NT m t 



It P»yt lo ba 
M.-u-rlFd 
I'roer.'r A naiobi* 

3:4:i.i „-e 
By X, 
Bonlon l Bowlof 



Modtrn Romutn 
CoKata-Paimollif 
tp all diTt ' 
Bryvt Houalon 



Pinky I.** 

<3Hj m-t L 
.-Partlt: InU^hw 
H.H&M<D tb 



Lt* Burnatt 
Siandard Brtodi 
Ball* a if 

Vhr llM 



Bob CrMby 
t<ins: MaCnnn-E 
(Inrbrr D"*rEy' 

all f 3-9 0. 13 

Otnoral MIIU 
llHy 3:1B-1 L 
Kn«. 14 hr 

Ra*vaa 13100 



Brightar Day 

P&O 
tn-t (aofl muni 

VAR 

Tha 9atr*i Slorni 
Am [Ion* Prod*,- 
m-f Mto muni 



On Your Aiipunt 

<WlB EIIIIdIII 
PAO: lid*, prtfl 
m-t I 
Banlon & B«wl*« 



_Bark»r Blij-t 
C^*«na 5 7-1^ 
Ota Ad: tu( lata' 
S4>JT w.t F 
Eity Mhr 94000 



The Naw 

(eolorrail) 



DIni Dong S«hMl 

11). in fi 
Colfau: Bala* 
til f 10 1 0.19 
■ trntral Mill* 
T*th*fn-Lalrd 
I 10:13-30 aai 
^ hr 1713 



Hpma 

a I 11-12 

LAF 
I moo A tu) 



T(nn«tMO Ernlii^ 
Fwd Bh»w 

I'rncivr .Si dambln 
I]. I-J 13 (CI 
I W» m-f r, 
Brnlpn t Bowlta 



F*•t^*r Ymt 
Na«t 

^llat*- Palmollt* 
*lt d 11:90 <0 ' 



Wlnky D1*k 



Culaln 
Midalghi 
Armour /c CO. 
Tathnin. Laird 

0«D*rBl UlUj 
30NY (ll rti r 
T*thaa> 

L*r^d lIS.OOO 



Tha Big T*f 
N*tl0Dal Tlalry 
Proda: traiiail 
Ire cream. tt*l- 
l»it dairr proda 
OOPbtIa t, 



L*n* R**i*r 
QaDaral ktllU: 
wheatlei. kll 
01NT I 



OFS 



118.000 



F No nolwork 
ar£*rarolDic 



UatI* Johnny, 

CMna 
I^iar Brot 
10NT L 
M*C**n. 

Eriikion I4OOO 



B*Mball Oam* 
of th* W**k ! 
Falilaff nr*nlni 
OFS . 



It Payi lo bo 
Mnrrird 

Piwii-r&Uuinblo 

3.13-1 tvc 
Ily I, 
Banton A. Bovlai 



Woy of tho 

World 
DorJcn Co 



Fir*t Lov* 
JaritDJ Co 
Phlla m-t I 
Rabt W Orr 



Modarv Hman««« 

0>l(aU-Palmollt* 

tp all d»rt 
Bryu H*witM 



Baiebaii Oam* 
of th* Weak 

Iconl'dl 
2-1:30 
FjlilafT Brawtnr 

0F3 
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Hovdy IJoody 
Hat ha* O JO-ia 
InU Bb: H,H&Hi 

ai r 1 5:45 . 0 
Welrti Orri JulM 
DCSM 4U r fi:U-l 
«NT - 48L 



this oroves it! 



OHIO STATE* JOURNAL 



The Colunibus (n'licn _1 



^- nil- IXMIV )l I 1 1 RSONIVN 



(Ehillicothe (ikizcttr 

(Thr {likr 0>U)iiitu Nrui:< 

It)e iy:riu«-i'fai)f=.r 

THE [RONTON TRIBUNE 



Shr IJarkrrbluirii Xruia 



■rs:: lilt fflarifHa DaUy Innrt^ 
Foint^PIcasant RtgfMir 



niE UXINOTON HERALD 



ESTILL 
JACKSON 



Ctljr painuoillf Hrralb 



(EJ)f (^onrffr-3!onrna( 



.---. rill. nowT^KF rlM^^ 



^^l^J°J-illRALD Courier 



Bristol ViRoi'^uTi ^st»* 




TV 



wKiNs Kin^sport 

SULLIVAN 



Here is a conclusive combination of two significant things : (1) a map showing 
our important and prosperous Industrial Heart of America — five states with 
a built-in buying power that totals close to four billion dollars — and 
(2) the mastheads of over 30 daily newspapers which always carry WSAZ-TV's 
program logs. They do this because their readers tvant to know what WSAZ-TV 
is bringing them every day throughout this whole 125-mile sweep. You can't 

beat the barometer of public demand ! 

Nor can you beat the selling influence of WSAZ-TV in about half a million 
TV homes. Words are fine — but solid proof is better. The nearest 

Katz office has lots of the latter. 



ALLEGHANY SlJPBY 



Htirrtlngton- 
Charleston, 
West Virginia 

CHASS'EL S 
MaHmum PoiccT 
NBC BASIC NETWORK 

ABC A Du ilont ^ ^ 



WSAZ 
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STORES HO 



alto affAlaltd 
Kilh Radio 
StaHont WSAZ. 
Humtnfton tt 
}rCK K. Charlttion 
Lavtenct H. Reem, 
Vice PraiSent and 
Central if anaecT. 
WSAZ, Int. 
tcpreiented 
niulonattv ^ 
bv The Katt 
Agtncv 



CAPITAL TYPES #6 




THE TOURIST 

Hasn't missed a cherry 
■blossom festival since 
the NRA: world's greatest 
authority on the late- 
■falooming anything. Col- 
lects match covers. 

And in the Washington 
area, which plays host to 
four and a half-million 
tourists annually, one 
station is a better adver- 
t i s ing buy than any o ther. 
That station is WTOP 
Radio with(l ) the largest 
average share of audi- 
ence (2) the most quarter- 
hour wins ( 3 ) Washington's 
most popular local per- 
sonalities and (4) ten 
times the power of any 
other station. You don't 
needa guide book to point 
out that WTOP Radio is 
Washington's top station. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 




Dlew ilevelopm&itis on SPONSOR stories 

Sees Summer Selling Scclion: 1955 

7 March 1955, page 43 
SlllllCCt* firm keeps "Lucy" oji tv all 

To Lehn & Fink, advertising its drug and cosmetic products oja 
the air is an all-year-round proposition. Summer, far from a let-up, 
signals an added push behind certain items; this year the hot-ueather 
push is coming from one of tv's top network shows, / Love Lucy. 

The L&F-sponsored Luc\, called The Sunday Lucy Show, (CBS 
TV Sunday, 6:00-6:30 p.m. I consists of reruns of films scheduled to 
run through the sunnner. The program carries commercials for 
Dorothy Gray Hot Weather Cologne and Etique Spray-On Deodar- 
ant, also Hinds Honey and Almond Cream and Lysol. 

1 he drug and cosmetic firm, via McCann-Erickson, recently ran a 
merchandising contest for station promotion managers to plug both 
the show and sponsor. The agency supplied the basic material, win- 
dow streamers, counter cards and the like, and the station men did 
their own promotion on a local level. 

It was a woman though who won first prize in the contest. Station 
Promotion Manager (Miss) Grace McElveen of WAFB-TV, Baton 
Rouge. She won a total of .S600 for her promotions of the show and 
product which included a tie-in with a local theatre to rerun the 
Lucy and Desi motion picture. "Long, Long Trailer." The station 
supplied 35 mm film strips to the movie house plugging The Sunday 
Lucy Show and plugged the movie with tv announcements. In addi- 
tion, WAFB-TV used a total of 368 announcements on the station to 
plug the Sunday night reruns. 

Second prize totaling S300 was won by Station Promotion Man- 
ager W. D. Evans. Jr. of KGUL-TV. Galveston. WMT-TV's Robert 
R. Kenney won the $50 third prize in Cedar Rapids. 

Contest judges were: Ferd Ziegler, director sales promotion, Mc- 
Cann-Erickson; James P. Gagin, advertising manager of the drug edi- 
tion of "Chain Store Age'": Charles Sinclair, senior editor, SPONSOR. 

Further merchandising use is made of the show by having pictures 
of Desi and Lucy on many of the Lehn & Fink product boxes. 

William Hausberg, advertising and promotion director for Lehn & 
Fink finds dealer acceptance of the new vehicle high, noting, "We 
see a definite reaction in the trade — a definite enthusiasm among 
both wholesalers and retailers who are impressed by the fact that 
our products are being advertised on this important network show." 

By no means new-comers to the air media, L&F started in radio 
in 1926. and in television in 1947. They had the summer replace- 
ment for Your Show of Shows in 1952 {Saturday Night Revue with 
Doodles Weaver), but switched to spot tv for the last several years. 

J§00> Robert Hall continues strong air 

promotion 

Issue: 23 October 1950, page 18 

JSllI)j0Ct! Clothing store's heary use of spot 
radio and iv 

Robert Hall Clothes, through the Frank B. Sawdon Agency, New 
York, is preparing to begin a spot radio and tv campaign in 125 
markets with a time expenditure of well over a million dollars. 
Breaking late in August, the total of 125 cities is expected to be 
reached by September, in time to tie in with the opening of the 
clothing chain's 200th store this fall. 

According to Jerry Bess, vice president in charge of television 
and radio of the Frank B. Sawdon Agency, Robert Hall is the 
nation's largest user of spot saturation radio and tv. The air budget 
for 1955 is estimated to be up 15*^ over 1954. *** 
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SPONSOR 



TRAILERS 



TOMATO PLANTS 



^^()^S01!: Cluik's M..l.il.- lloni.-, A(,K\(:\ ; Dir. . i 

CAI'Sl I.K CASK lllS'lOKV: XI r. iK: Mrs. Clark, oivncrs 
of a trailer lot, came to Orlando total .stranj^cr.'i. Tliry 
used only minute unnounecmenls, day nnd nif^lu, on 
IfnilO for 10 months, advertising neiv and used traders. 
They became one of the best known outlets for trailers, 
sold 100 at an averaf^e cost of §2,500 a unit. Their rndio 
(ulvertisinf; cost them S<'25. 



WDUO, Oilau.lo. FIj, 



PKOCKA M : A iiiioiiiicfmenta 



sI'ONsoK: Sum I,.-.- (,i....r, \(.IA(.'i . Dir-n 

C\V<1 I.I. CA^K III^T()I{\: Sam Lee, a Chinese Creen 
Crocer, hail .'i.dOO tomato j)bints uhich u ere taking up 
too much floor space in hi.\ store, lie used two flash ( !.">• 
second) announcements on (Jll H betu een 9:00 and 
I0:.'?0 a.m. one morninf^. All the pbiiits were sobi that 
tiny. The (uimnincements cost him %2 each; his tomato 
plants brought in §73. 



cm n., Naiiaini... IM,. 



1M{()(;U.\M : Annoiiiir. ui.'iit* 




results 



SPONSOR: Ranch lloiis.^ 

Drive-In Ketitanrant-i 



A GEN CY : ZimnuT-McClask.-) . 
L»ui*villo 



CAPSULE CASE HISTORY: Ranch House A'o. 1, a 
drive-in restaurant, sponsored WKLO personality Beech- 
er Frank's 9:15-12:00 midnight program. Showcase. 
Within 14 months business had increased so substan- 
tially the client opened three additional drive-in restau- 
rants. The agency credits the Monday through Saturday 
radio show with being the "backbone ' of the entire ex- 
pansion program. 



\ i 




BEAUTY PARLOR 



SPONSOR: n.auty (;ar<].n \<;ENCY: Uin<t 

CAPSLLE CA>K HI.STORV: Three years ago this beau- 
ty parlor asked IFTACXs advice on merchandising. The 
suggestions were: stay open nights give the working 
girl a special pitch; use day-long remote broadcasts by 
all station d.j.'s to celebrate the Ofn-ning of new stores; 
use saturation announcements. The campaign was so suc- 
cessful a second store was opened and a third one is due 
to open soon. The average kick-ofj costs $500; weekly 
announcements cost $160. 



UTAO, R.».lon 



PROG HA .M: Announcements 



TV SETS 



SI'ONSOH: Cani.l.n'.s .Munt/, Tv 



AGENCY: Direct 



CAPSULE CASE HISTORY: Shorty Camden^ a Muntz 
Tv dealer, had used print, direct mail, direct and phone 
canvassing with little results. Then he tried sponsoring 
WARIjS \o-minute hUlbilly show, Town & Country Time, 
heard daily between 1:4.5 and 2:00 p.m. The first broad- 
cast, during which the 21" tv set was advertised, pulled 
27 leads, all of which were sold. Camden now buys 15- 
and five-minute shows and spends $360 a week. 



WKLO. Loui^-ville 



PROGRA.M: Showcase 



WAKL, Arlinslon. V a. 



PROGR \.\l: Toun & Counlry Time 



MAGAZINES 



SPONSOR: Curtis Circulati.^n Co. ,\GENCY: Direct 

CAPSULE CASE IMSTORY: Curtis bought three five- 
minute participations a week on WBB^Ts The Country 
Hour (5:30-6:00 a.m., Momlay through Saturday) for a 
subscription campaign to Country Gentleman & Better 
Farming. One campaign, run from 21 July to II Novem- 
ber brought in 1,167 subscriptions from 32 states. The 
second campaign, run from 15 Sovember through 17 
March, brought in 2,288 subscriptions from 39 states. 
Each participation cost $80. 

WBBM, Chicago PROGRA.M: The Country Hour 



GASOLINE 



SPONSOR: Fleet-Uing Froducr. AGENCY: Gri-wold- 

Es-hl.Miian, Cleveland 

CAPSl LE CASE HISTORY: for several years Fleet- 
if^'ing has sponsored a l5-minute segment of WGARs 
early-morning music program. In the spring they ran a 
special on rubber floor mats to increase store traffic. The 
mats were ofjered for $.48 and 10 coupons. Coupons 
were given wijh each $1 purchase. The mats were fea- 
tured in three one-minute announcements a week for 13 
weeks. Over $100,000 worth of oil products were sold. 
Prorated cost of the campaign: $900. 

WGAR, Cleveland PROGR.\M: Morning Program 



I 




(t forum on questions of current interest 
to air advertisers and their agencies 



Has radio ifonc far enotiifh in up-ilaiing 
its pi*of/raiiiiiic| aiifl scllinif niethoils 





FIVE YEARS BEHIND 

By Kevin B. Sweeney 

Presidpiit 
Radio AJrrrtisiiig Bureau, IS, Y, 

Sadly, both in 
programing and 
in selling meth- 
ods radio is now 
where it should 
have been iji 
1950 — in short, 
we're five years 
behind the pa- 
rade. 

However, based on the progress that 
is now being made, there is a good 
chance of catching up to other media 
in these fields by 1958. 

In selling, dozens of stations have 
learned recently what hundreds still 
must learn: We have been calling on 
the wrong people, too often making 
only a primitive presentation of what 
we have to sell. We have been draw- 
ing the wrong kind of research, and 
too often pricing our product on a 
basis that blithely ignores the funda- 
mental laws of supply and demand. 

In hundreds of stations, sales man- 
agement — in the sense that sales man- 
agement is understood in other indus- 
tries who live or die on how they sell 
— is non-existent. 

All this is being corrected. In fact, 
in many stations it has been corrected 
already. The next three years will see 
a rapid spread of their ideas to those 
who haven't learned the lesson yet. 

Programing is a different can of 
worms. 

We are handicapped by our strength 
— two-thirds of the adults in tv areas 
listen in an average day for an ahnost 
unbelievable 172 minutes apiece. This 
is big enough that the right kind of 
selling should enable us to collect at 
least 50% more by 1958 from adver- 



tisers than we are now collecting. 

This is where our strength is dan- 
gerous — the danger lies in the feeling 
that our present programing formulae 
and sales increases that we will surely 
make, constitute real progress. 

Actually, we are not progressing 
much in programing — we haven't 
found out much new about how to in- 
crease total sets-in-use sharply through 
new programing formats. 

I feel we will — with great sudden- 
ness — come up with new approaches in 
the next two years that will greatly in- 
crease radio's programing scope and 
the desire to listen among millions who 
are not now listening. But this will 
happen only when management puts 
the kind of money into this type of 
"exploration" that it deserves. 

ALWAYS ROOM FOR MORE 

By Wells H. Barnett 
Assistant to President 
John Blair & Company, IS. Y. 

The obvious an- 
swer to this ques- 
tion is no, since 
any human activ- 
ity is subject to 
i mpr ovement. 
This does not 
mean that there 
has not been im- 
provement in 
certain areas of programing and sales. 
It does mean that there is always room 
for more improvement. 

The history of radio since television 
became a competitive force subsequent 
to 1948 demonstrates that radio is still 
a dynamic communications medium 
fulfilling a definite need for the pub- 
lic. This will be true so long as sta- 
tions continue to deliver the kind of 
meaningful, localized service which is 
radio's unique province. 

The realities of today's broadcasting 




have forced improvement in local pro- 
graming in many instances. As the net- 
works have occupied less and less of 
their affiliates' time, it has become in- 
cumbent on the stations to program 
and try to hold audiences by their own 
efforts. As television has gradually as- 
sumed the function of "big show" en- 
tertainment, it has become apparent to 
many progressive station operators, 
that local community service of a kind 
which radio can offer better than any 
other communication medium can hold 
substantial audiences. To this extent 
there has been improvement from the 
programing standpoint. 

We still need to improve our sales; 
activity. Too many advertisers and too 
many agency people still have miscon- 
ceptions about the scope and power of 
radio. Too many supposedly profes- 
sional advertising people still think of 
radio as network radio. Too many 
still think that afternoon audiences are 
principally composed of so-called 
"teen-agers." Too many have written 
off radio, in spite of the fact that there 
may be four or more active radios in 
their owti households. 

The simple fact is that there is more 
radio listening today than there was in 
1944. This fact must be brought home 
to those who control advertising bud- 
gets. 

Fortunately for the industry, during 
the last year a massive attempt to bring 
these facts to the advertiser has been 
growing and accumulating weight. 
Through the Station Representatives' 
Association, the Radio Advertising Bu^ 
reau, and the individual efforts of the 
major station representatives, an ef- 
fort to sell radio positively at the de- 
cision-making level has been growing.. 
This may account for the fact that the 
spot radio business is moving into 
substantially increased activity this 
summer which may well continue 
through the balance of 1955. 
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THREE RADIO REMEDIES 



KLZ Radio 



/;>■ W'illinti) It. Tt tnpli'UHt 

I'icf I'rvsiilrtii, 
Hliilitt anil Tflcrlsiint 
llryiin llnttntntt, \, \, 

It M-eiii fiiirh ol)- 
vioiis from r;i- 
tlio's jirosfiit 
over-nH status 
that it luis lint 
sera tell 0(1 tlic 
surface in updat- 
iiij; its projiraiii- 
in 




nit>tli()( 



and selliiip 
in face 



ol ieie\i>ioii coiiijictition. Television, 
witli its dual senses of ^iplit and sound, 
is tlie more potent niediuin, but there 
is still a j)tace — aiicl a need— for radio. 
Its prime advaiita';e is its mohility 
and, in this regard, j)r()';raiiis sueh as 
Monilor are a stej) in the right dire<-- 
tion. 

1\ eannot be ignored — closing )our 
eyes won't make it go away. How then 
to compete? It's time for a pause — 
not to iiioaii our ills, hut to submit to 
rigid diagnosis and then heed the pre- 
si^-ription. A few remedies are alreadv 
accessible: 

1. Study present radio network 
broadcast periods with a thought to 
limiting hours of broadcast to times 
of day and night when tv offers least 
competition. Money thus saved can 
be applied to more elTective program- 
ing. 

2. Greatest percentage of radio lis- 
tening is on an "in and out " basis^ — 
driving in a car, kitchen schedules and 
general room hopping. Radio pro- 
graming around these periods should 
develop formats of brevity which do 
not require constant listening for con- 
tinuity. 

3. Radio must develop its own ''ex- 
clusivity." It might well take a cue 
from tv and utilize spectaculars. If a 
prograjn is all-appealing, people will 
listen regardless of competition, to wit, 
Disneyland on television and champ- 
ionship prize fights, heard exclusively 
on radio. 



^^h€lt do you think? 

SPONSOR will be glad to receive 
other opinions on this subject 
and will print the most interest- 
ing views. Address letters to: 
Editor. SPONSOR, 40 E. 49th St., 
New York 17. N. Y. 




.•all other Bienver 
Radio Stations 



HERE ARE 



TWO 



OF THE 



MANY 



REASONS 




let Pot Gay, KLZ sales-gal extraordinary, do your selling fob 
to the housewives of Denver and the Rocky Mountain Region! 

Listener discussions get mighty exciting and controversial on this 
telephone audience-participation program. Listeners hear both sides of 
the conversation. It's FIRST place In Denver! ' 

Denver wamen listen to Pat Gay — take part In her program — 
believe In her — buy the products and services she sells. They volun- 
teer endorsemervts of the sponsor's products over the air — on abvlous 
"extra" commercial. 

Pat Gay is the "sell!ng-est" gal In Denver. Her show, "For Women 
Only," (Monday through Friday, 12 noon), is a daytime "must " for 
your schedule! 



Storr Yelland, Denver's "Mr. Radio" himself, sells the entire 
family with another telephone audience-participation show! 

"Starr Yelland Party Line" Is controversy-fun-excitement — PLUS 
the salesmanship Starr Yelland has built up over the years in Denver 
radio. Listeners hear both sides of the conversations and give their own 
product endorsements more often than not. 

Here's successful, bang-up night-time radio that rotes and — 
SELLS! Ask Tidy House, Butternut Coffee — o host of others. "Starr 
Yelland Party Line" Is said In fifteen minute segments — Mondoy through 
Friday nights. 

We suggest you contact yoar Katz man or KLZ Radio today for 
the first available open segment of Denver's best night-time rodio buy! 



Buy KLZ Rotings— KLZ Radio is PiRST in total rotings — sign-on to sign-ofF — 
AND ,.. . radio listening "is higher in Denver today thon it was before television!* 

• Buy KLZ Radio performance! 

« Buy KLZ Radio's sales-producing, result getting personalities! 
■ Bo the De,n«er Selling job with KLZ Radio! 

•Denver Pulse, Jonuory, 1955 





25 JULY 1955 



Caff your 
Kotx mon or 
KLZ RatBo Sales 
today 

Affinottd with KLZ-TV Ch«nn*l 7 




Dan Daniel 
Star of 

"Star Studio" 

11 to Noon, Monday-Friday 

Stars Sell on 
Aldbamd's 

greatest TV station 




Birmingham 



Mid-day movies attract a large audience of 
people who have finished the morning 
chores. Dan Daniel, host for the show, has 
a casual, friendly manner that keeps 
viewers looking and listening. Consistently 
high quality films and well-known movie 
stars shown on "Star Studio" assure audi- 
ences that tune in every weekday. 



You can SELL 
Your Products 
to Alabama folks 

If you TELL 

them on programs 
they enjoy seeing 

Represented by 

BLAIR-TV 




[Continued from page 10) 

hauteur of yours — the one so many of the oldsters-from-print 
affect when dealing with this new nonsense. 

Paint your sneer on well so that the kids in tv will realize 
you are an old hand at the ad-game and can see beyond tricks 
and techniques — that you understand and have at you^r finger- 
tips that basic truths of advertising. 

Remember, too, to cover up your lack of knowledge of the 
mechanics of tv with loud talk about slogan-happy adoles- 
cents and animation-morons. You'll make your mark if you 
do, Eddie. 

But, believe it or not you may also learn how tough copy- 
writing can be. You see, instead of a static little seven by 10 
inch square to play with, you'll have 20 seconds in motion or 
even a full minute! You may have a constructive idea or tsvo 
on how to present, in 10 or 12 roughly drawTi squares, what is 
eventually intended to be fluid movement and smooth transi- 
tion and present same to a man or to a group that is as new 
to the game or as confused by it as you. 

You may have some fun learning about money, something 
you never heard of in the pleasant print picture. You may 
find out about a budget, not only of money but a budget of 
time, and then have to be creative with these two items sitting 
on your shoulder. 

And, Eddie, after you've done all these things for just a 
few weeks, drop me a line and let me know if you don't think 
you were a fool to kick about that print-copy throne you once 
sat on and if you don't agree with the statement some rene- 
gade friend of yours made to the effect that print copywriters 
are the most pampered species in the whole doggone zoo. 

Your pal, 

Robert 



( 



Letters to Bah Foreman tire mmle-mrmtl 

Do you alicays agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs?" Bob and the editors of sponsor 
would be happy to receive and print comments from readers. 
Address Bob Foreman, c/o sponsor, 40 E. 49 St. 
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It could happen to you . » . or the 
strange, strange story of 



week contracts 



•I 



L 



It could happen to you. . . or the 
strange, strange story of two 52 week contracts 

by Norm Glenn 

at' 

To begin with, this is a true story. And this is exactly how it 
happened— so help me. 

I was sitting in a stuffy hotel room io the French Lick Hotel, 
French Lick, Indiana, listening to Todd Storz, Bob Enoch, Chuck 
Balthorpe and other members of the AIMS gropp of independent 
stations exchange chatter, ideas, and jokes: Came a lull in the conver- . 
sation and Larry Reilly^WTXL^ Springfield, said; "1° guess I shouldn't 
lay myself ope^i like this, but I sure want to thank Norm Glenn for a 
fat 52-week contract from Household Finance." 

Suddenljr I ^vas all ears. *Who, me?" I asked. 

. ; 'Well, SPONSOR anywaSf said Larry. **My last ad was clipped 
from the magakirie by the client and he showed it tome when he came 
tb Spri%field^ Tlie contract he gave nie totaled $260D." 

"111 doutl^ that " said Sherm Marshall, WOLF, Syracuse. "The 
same guy clipped my page froip SPONSOR and. signed up for 52 
>^<efeks. Only my coijtract came to $5200." 

"Honest, fellers?" I asked. 

"Homesi," said Larry and Sherm. 

"Nobody will believe this gdld^dustrtwin story," said I. 

*T)o you want my affidavit?" said Sherm. 

'*Nb," I said; "a letter wiU do.** . . 



Trade paper advertising is often legarded as an "intangible" 
purchase. But, WTXL, WOLF, KBTV, KPQ, WPAL and many other 
tv and radio stations will argu^ the point — at least with re- 
spect to SPONSOR, The magazine radioandty advertisers use. 




A D V E R T I 



" evidence from everywhere 



13° 



vi.r.7v:>" r 




from Pat O'Hallorau 
m Wenatchee, W ashiugto, 

T 



^ »- " ' 

, •"•..■.•.•ur;..-"' 

II- " " ,.,.4 ' ' 







'^■^'M-^u.. 

^ • ® 



.... 

J. 19J5 



vw :r/.u r- 
\u.»<" ** .... .4. 



|if«*>«» ,4, .If.***** 

Jk*l'K* w^tel* **lr .^1 

" rr;;.;v..:'rni" 

- — *" . „ .... - ' — 

v„u « ^ 




Ed, 

' found wtiJi 



Lofiny Moore 
barleston, South Carolina 
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I ^ from Joe Herold 

' iij Denver 
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agetici/ profile 



iVoriiinig ff.. Stroiise 

Presidenh 
J. Walter Thompson C(j, 



F LOR /DA 



As the new!) elected president of J. Waiter Thompson Co., Nor- 
man Strouse heads up the one agency which, more than any other, 
still holds tight to the nighttime tv program production reins again«t 
the trend to network control. He succeeds Stanley Resor as agency 
president. Resor has become chairman of the board, Henry Flower 
Jr. and Sam Meek are vice-chairmen. 

In the season just past the agency produced three full network 
hour shows for Kraft, Pond and U. S. Steel. This fall The Ford 
Star Jubilee, a monthly hour-and-a-half show will be added to these 
agency-produced packages on CBS TV, every: fourth. Saturdav 
9:30-11:00 p.m. 

"One has to get a well-rounded view of all that goes on in adver- 
tising," is Strouse's favorite summation of his advertising philos- 
ophy. In tv, he feels, this means a thorough integration of pro- 
graming and commercial message. 

Strouse has himself ridden herd on one of the agency's major 
air media accounts for the past eight years — the Ford Co. As head 
of the Detroit office, he guided strategy and policy on Ford's post- 
war advertising, helped contribute to the firm's surge toward top 
sales rank in the industry. 

J. Walter Thompson itself ranked third among agencies in total 
radio-tv billings last year, according to estimates of their account 
activity, with some $50 million out of total S165 million billing in 
air media. (See Sponsor 13 December 1954 for listing of top 20 
air media agencies in 1954.) 

A Northwesterner by birth. Strouse originally joined Thompson 
in San Francisco in 1929 in the media department. He worked on 
such diverse accounts as gasoline, aircraft, foods and in such phase* 
of agency work as research, copy, finance, art and planning, 

Strouse is a dark-haired man in his late forties, medium height, 
rather retiring and an inveterate pipe and cigar smoker, in his 
Bloomfield Hills home in Michigan, Strouse has a collection of rare 
books, including a number of first editions of Carlyle, a favorite of 
his. He carries his love for his hobby to the extent of running his 
own private print shop, the Silverado Press. 

"But I'm no book worm," he protests, and shoots golf in the 
"low 90's" on weekends to prove his point. -k -k -k 
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SALT LAKE CITY 

KNAK - FIRST 




(Continued from j'Of^e 22) 

tlu(^(xl ft> 4-5 ipm >p('r(l plioiiograpli |)hiy(n> iind record^. 
Ill my oNsii limited l)ii-iiu's> (^xpcritMice I li;id ne\er .-ceii a 
ne\s' ].)rodiict, introduced l;y a repiital)le iiiaiiiifnetiiier. meet 
\sitli more imi\er<al, vicious oppo>ition. 

Hut at no point during tlu)>e early day> of the life of '15. 
did Frank Kolsom. nor his right hand man. the hite Joe Wil- 
son ever faltei'v Frank poured money, his mind, heart and 
whole being into the hattle to pro\e to the indn-tr\ and the 
American pid)lic that the 15 rpni phonograph and record 
was a good product. Tliat he was right is now hi.'^tory. 

1 recall a trip doun to Princeton. X. J., on the da\', a 
rurmher of y(Mrs ago. when the name of the KCA Kc'^earch 
Lahoratorie> uas being changed to The David SarnolT Re- 
fiMrcli Laboratorie.'-. The General made a >peech in which 
be asked the corporation's engineer^ to develop a couple of 
new product^, which >oinided like the imaginings of a .-cience 
fiction writer. 

Coming back on the train I talk(^l with the General aloun 
about some of the>o \i>ions, and came away with the coni- 
[)lete conviction that color tv >hows on tape for home use, 
electronic stoves and other sucli scientific marvels would be- 
come .standard e(piipment hi our lifetime. 

It is taking nothing away from the many other men and 
organizations who made a contribution to -^ay that without 
the General s personal vision, faith, courage. |)hy>ical and 
mental stamina television woidd he nowhere near the over- 
whelmingly dominant medium it is today. 

On that snme Princeton trip I had a con\er>ation with 
Pat Weaver. Pat had just kicked ofT the rotating Comedy 
Hour shows. 

That, as we have all couie to -ee. wa^ oidy the beginning, 
has ui)>et more show bu>iness aiid ad\evti?ing busines-s 
tradition than all other practitioners put together. He'll 
(as he himself readily admits) lay hi- quota of egg>. but 
when the final scores are in. it*? my gue» that he will iiave 
created more and greater programing, achieving more and 
better resuit^ for adverli?ers than any individual lias ever 
created before. Like I ray: That SarnofT-Fol^om vision plu^ 
guts combination is hard to hold down. And it'^ nice to <ee 
Pat bringing it to programing and sales. 

I might C(niclude 1 y saying that a considerable batch of 
this is rubhins ofT on a voung man named Bobbv vSarnofT. 
I have a hunch he's coniing back from Europe with a \^ instoii 
Churchill program. 




KNAK's Wayne Lo3an ( efr in'erve«s the 
nation's number one band eader, Ray Af^ 
thony. Wayre is the DJ of 2 popu ar music 
sKows each day. "Waxin" w'th V/ayne" and 
'Club 1280.' Max. s'-are of audience 42.2 
Mon. thru Fri, 4S.S on Sat. 



24 HOURS A DAY 



MUSIC 



NEWS 




jci..r.*'iV'J 



Now GRANTED 



SPORTS 



5000 watts) 

LOWEST 
COST 

PER UST£NER IN 

SALT LAKE CITY 



KNAK 

Sfofion "A" 

Stofion "B" 

Sfofion "C" 

Sfofion "D" 



27.8 Indcpendanf 
27.2 Network 

14.6 Network 

13.7 Natwork 
7.2 Natwork 



(Hooper Feb. 1955 12 noon to 6 p.m.) 
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SuUl out oil tntiilc, time jiiir/Ie.v, WiVfJW itiuciifs iieiv types 



Wi\E\V, New York, one of the first 
radio stations tliat turned the puhlic 
service jingle into a profitahle en- 
deavor, has had to seek new types of 
jingle packages because they were sohl 
out on long-estabHshed weather, base- 
ball, trafhc and time signal jingles. 
Program Director Jack Grogan and 
Copy Chief Milton Robertson, collabo- 
rated to produce new service jingles 
for (1) "good taste" and (2) "fact or 
fancy." 

Good taste jingles have been sold 
to Arnold Bakeries and G. Wash- 
ington Coffee, and cover such fields as 

Stations sell merchants 
on special tlay promotions 

With summer hiatus staring them in 
the face, four West Palm Beach, Fla., 
radio stations took the bull by the 
horns and organized "Radio Rodeo 
Days," a special announcement pack- 
age which they sold to the Merchants 
Division of the local Chamber of Com- 
merce. Their plan resulted in the sale 
of a total of 1,048 announcements, 262 
on each station — the largest saturation 
schedule ever to run in the market in 
a concentrated three-day period. 

Here's how this promotion came 
about: The sales managers of the four 
stations — Rome Hartman of WIRK. 
Bob .Monroe of WJNO, Cliff Click of 
WEAT, Bob Davis of WWPG— de- 
cided that ihey were tired of seeing the 
local merchants pour thousands of 
dollars into one local newspaper to 
promote "Dollar Day" sales five times 
each year. The radio stations tradi- 
tionally got what was left over from 
the budget, and never enough for the 
medium to prove itself. 

The four stations decided to give 
radio its chance, organized a group 
called the Radio Stations of The Palm 
Beaches. They offered a single rate 
which would buy one announcement on 
each station, a single salesman for 
merchants to deal with on this plan. 
For a three-day period they made every 
available announcement on each sta- 



why a man should alight from a public 
conveyance before his lady companion 
and how to answer a wedding invita- 
tion. After this good taste item, the 
sponsor is introduced with a line like 
"G. Washington Coffee is also good 
taste . . ." 

Fact or fancy jingles cover subjects 
like the origin of barbecues with the 
line "Is it fact or fancy that barbecue 
is a modern American invention?" 
After answering, the announcer leads 
into the product with "And it's fact not 
fancv that so-and-so is a good product 
etc."' ★ ★ ★ 

tion part of this plan. To spark the 
deal, the station group made up a 
musical pitch to the merchants. 

The result: "Radio Rodeo Days" on 
27, 28 and 29 June. The stations pro- 
moted the days with a week of teaser 
announcements, supplied streamers for 
store windows, dressed an announcer 
in a cowboy outfit to fit into the theme 
and had him interview shoppers in the 
business section. Participating mer- 
chants provided one-dollar certificates 
for distribution among passersby. 

Within a few days most of the 40 
participating merchants told the sta- 
tions that their sales had approached, 
equalled or surpassed similar sales 
promoted only by newspaper — and at 
half the advertising budget normally 
put into print. Many of these retailers 
added that their future promotions 
would be at least half radio and half 
newspaper. 



★ ★ ★ 



Ziv puts "®oro<li 8/ Wieli" 
show in iKiliotidl syniUciition 

Dorothy and Dick, long established 
on WOR, New York, is now being syn- 
dicated nationally by Frederic W. Ziv 
Co. The show's man and wife duo are 
Hearst papers' columnist Dorothy Kil- 
gallen and her actor husband Dick 
Kolhnar. 

"National advertisers are spending 
money for radio advertising today." 
said Alvin linger, v.p. in charge of 



sales. "But only where they can see 
an excellent chance for sales return. 
Dorothy and Dick is such a program. 
"One announcement on this show," 
Unger said, "sold 5,000 candy bars in 
two days. Two announcements brought 
],200 people to a jewelry store. Six 
announcements brought 1,500 inquiries 
for a S150 item." 

Small advertisers will be able to buy 
small segments of this husband-and- 
wife chatter series. The program will 
be packaged in five half-hour shows a 
week. It can be sold with six one- 
minute commercials plus the opening 
and closing I.D. *** 

Rnss llotlyes stars in film 
commercial {or Shirtcnift 

The Shirtcraft Co. is planning a spot 
tv drive to sell their fall and winter 
line of Shirtcraft Shirts and Airman 
Jackets. Russ Hodges, Giant Baseball 
broadcaster stars in the four filmed 
commercials used in the campaign, and 
will tie the products into a story of a 
famous sports event. 

The series was prepared by Friend- 
Reiss Advertising and produced by Mel 
Gould Productions. The film commer- 
cials show the ease with which the line 




Hard-wearing sportswear shown in spot film 

of sportswear can be laundered, and 5n 
addition stresses their long life and 
light weight. 

tSrieHy , . . 

When KFAB, Omaha, changed its 
affiliation from CBS to NBC, they used 
the theme "Changing Partners" to tell 
the story to their listeners and to agen- 
cies concerned. Three weeks before the 
change was to occur, KFAB started an. 
on-the-air campaign playing square 
dance music six to 12 times daily on 
the station breaks and beginning the 
copy with the "change your partner" 
message. 

They carried the same theme for- 
ward in mailings to agencies and cli- 
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eiil.H. Ovcrsizetl po^t cards were tieiit 
out with tilt; "Cluiiigiiig r'artiiers" <'fill 
incorpDrati'd in tliein as well as a more 
detailed letter from General Manager 
Ilairy Hmke. 

• • • 

Several of WGU-TX 's !*lio\\s will 1)C 
moving ont of doors for the simimer 
into the HnlTalo station's new ontdoor 
studio. The new i<et is complete with 
a harhecne ami lawn fnrnitiire and 
hortlered on two sides with a stockade 
fence. Most of the setting was cou- 
tri])Utcd hy varions IJnlTalo increhants. 





\ 




WGR-TV boasts new outdoor set for summer 
« « « 

William Caskey, v. p. and general 
manager of WIMCX and \\'PE.\-F.M, 
Philadelphia has been appointed to a 
three-year term as a trustee of the 
Charles Morris Price School of Adver- 
tising and Journalism. The school is 
Si non-profit ofT-shoot of the Poor 
Kicliard Club. A campaign to jiromote 
the school was spearheaded b\ Caskev 
last year in the radio medium, while 
he was filling in the unexpired term 
of a former trustee. 

Caskey has also been active in Phil- 
adelphia Radio and Television Broad- 
casters Association and the Poor Ri( li- 
ard Club. He recentl\ completed his 
term as president of the former group. 
* « • 

Radio acliiesed another first last 
week (18 July) when WGY, Schenec- 
tady, became the first commercial 
broadcasting station in the country to 
use atomic electricity for relav of a 
program to transmitters. 

The station cooperated with General 
Electric in a demonstration of the 
peacetime use of atomic energy. GK 
supplied the electricity from an atomic 
powerplant they are building for the 
Al'X. The reactor is a protot\pe of 
the one that will be installed in the 
navy's second atomic submarine "Sea- 
wolf." 

The station held a 90-iiiiiiute broad- 
cast commemorating the event with 
speeches by various atomic energy 
VlP's who were present. * * * 




GOING Pr.ACES? . . . Then include the 
big 'n' booming Salt Lake market where 
more than a million spend over a billion. 
And KSL Radio, the Mountain West's 
"first'" station, is still going places in thi.s 
61 county. 4 state market where signs 
point to sales success in your All-American 
advertising plans. 

RATINGS . . . KSL has 26.8'7 of the average 
week-long audience, a 47.3''f advantage, 
and owns a 438.()'"f advantage in quart«>r 
hour w ins. 

COVERAGE . . . KSL talks at least once to 
almost two of three families cvcrv 24 
hours and throughout the week talks at 
least once to nine of ten radio families in 
this area. 

F'or more on the market story and a\ ail- 
abilities, call CB.S Radio Spot Sales or . . . 



KSL Radio . . . Salt Lake Citv 

50,000 u atts . . . CBS in the Mountain West 

■pulse, Febni.iry 19.V) 
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MARLBORO 

{Continued from, page 29) 

bacco consumed,' Woolen exjjlained 
to ihe tobacco men. "The increased 
public awareness of the health angle 
is directly reflected in the spectacular 
growth of filter-tip cigarettes." 

Thv switch to spot: The real sig- 
nificance of the Lucy cancellation lies 
in a media reevaluation by Philip Mor- 
ris which is affecting all its brands. 
For the immediate future the firm is 
omitting network tv from its schedules 
and concentrating on spot. Company 
spokesman emphasize that they were 
not dissatisfied with Lucy, or with 
Public Defender, which it carried on 
CBS TV in addition, as programs. 
Were Philip Morris to remain in net- 
work tv, the shows would still prob- 
ably be on the schedule. 

The all-brand switch to spot is tied 
to these factors, according to Roger 
Greene, advertising director: (1) For 
some time the firm has felt that a 
change of pace in its media approach 
would be advisable; (2) the nature of 
the copy story, for both Marlboro and 
Philip Morris, is such that programing 
is uiniecessary to carry the message. 



Greene credits Television Bureau of 
Advertising with having played an im- 
portant j)art in winning PhiHp Mor- 
ris over to spot tv after it had decided 
network tv no longer suited its needs. 

Says Greene: "The copy story is one 
which we think can stand on its own 
in the spot medium. We are looking 
to frequency, rather than programing, 
to sustain it. We do not need the com- 
mercial time available on a program 
to make our sales point today. For the 
same reason, and because our new 
.Marlboro campaign is so graphic, we 
are also going in for billboards heav- 
ily for the first time." 

Although Greene believes that pro- 
graming offers certain goodwill 
plusses, he is willing to forego them 
for the advantages he finds in spot. 

This does not mean that Philip Mor- 
ris is through with network tv. "It all 
depends on how our copy stories de- 
velop,"' stales Ad Director Greene. "If, 
in the future, we develop copy stories 
that take time to get across, why we'll 
probably be right back in program- 
ing.^ 

To Philip Morris, spot means an- 
nouncements for the present. A com- 
pany spokesman explains that in Marl- 
boro's case, the present budget does 



not provide for program sponsorship. 

The weight of the upcoming Philip 
Morris spot campaign on both tv and 
radio is indicated by Roger Greene's 
statements that considerably more than 
half the total ad budget for both Marl- 
boro and Philip Morris will go into 
the air media. (Earlier published 
stories had misconstrued a company 
official's remarks on the West Coast to 
mean greater reliance on print than 
is actually the case, it appears.) 

At the present time, the media pic- 
ture for Marlboro has not clarified, 
says Greene, because national distribu- 
tion is yet to be built. But newspapers 
and magazines will be employed along 
with spot tv and radio. 

A special case is that of NBC Rar 
dio's new Monitor show on weekends, 
which finds 14 Marlboro and 14 Philip 
Morris commercials alternating every 
half hour during network option time. 
Quipped a company spokesman: "It's 
so cheap, we figured we'd be losing 
money if we didn't go in." 

Copy points: Eschewing complicated 
explanations or involved animation, 
Marlboro tv commercials concentrate, 
on a few simple points: 

(1) flavor; (2) easy draw;, (3) 




I. IVetv stations on air* 



OITY 4 STATE 


CALL 


CHANNEL 


ON-AIR 


ERP (kw)" 


Antenna 


LETTERS 


NO. 


DATE 


Visual 


(ft)'" 


NOTRE DAME, 


WNDU-TV 46 


15 July 


164 


500 


SOUTH BEND, IND. 










FAIRMONT, W. VA.i 


WJPB-TV 


35 


2 July 


22 


14002 



NET 
AFFILIATION 



fiTiii 




STNS. 
ON AIR 



SETS IN 
MARKETt 

(000) 



PERMlTEEi MANAGER, R^ 



WSBT-TV 206 
None 



MlchUna Telecasting Corp Meeker i\ 

Unlv of Notre Dame I 
Bernard 0 0 Barth, gen mcr 

J Patrick Beacon Gill Pemi j 

owner, pen msr 



ff. iVeti; construction permits* 



CITY & STATE 



CALL 
LETTERS 


CHANNEL 
NO. 


DATE OF GRANT 


ERP (kw)" 
Visual 


Antenna 
(ft)"* 


STATIONS 
ON AIR 




8 


29 June 


316 


131 1 


KLOR 



SETS IN 
MARKETt 

(000) 



PERMITEE. MANAGER, RADIO REP1 



PORTLAND, ORE. 



GLENDALE, WIS.3 



29 June 



100 



983 



KOIN-TV 
KPTV 

WXIX 

WTMJ-TV 

WISN-TV 



276 



550 



X Pacific Tv Co 
Gordon D Orput, pres 
Paul F Murphy, vp 
Henry A Kuckenberg. rp 



Independent Tv 
lack Kahn. Pres 
Richard G Fried, H) 



BOX SCORE 



U. S. stations on air 

Markets covered 



U. S. tv sets (1 June '55). 



U. S. tv homes (1 June '55). 



— ___ 422 

2i>2§ 

3G, 100,0001 

34,200,0001 



•Both new c.p.'s and stations going on the air listed here are those which occurred betwe« 
1 July and 13 July or on uliich information could be obtained in that period. Stations irs 
considered to be on the air when commercial operation starts. "EITectlve radiated ptnver. Auril 
pwver usually Is one-half the risual power, '".intenna height above averace temln (ikk 
above ground), tinforination on the number of sets in markets where not designated ai belni 
from XEC Research, consists of estimates from the stations or reps and must be deemed approxi- 
mate. §Daia from NBC Research and Planning. 51n most cases, the representatives of a ridlo 
station which Is granted a c. p. nlso represents the new tv operation. Since at presstlme It ti 
generally too early to confirm tv repreientatites of most grantees. SPONSOR lists the repi o< 
the radio stations In this column (when a radio station has been given the tv grant). NFA: Xo 
figures available at presstlme on sets In market. 'Resumed operations after being off air since 
28 Febmary 1933. :.\bo\e sea level. 'Allocated to Whiteflsh Bay. 
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|i()[)iilar })ritr; (4) the new (li}>-t()i) 
box; 1.")) till' coiiiu'ctioii uilli P.M. 

T)pi<'iil tl"^ portion of n .'iO-src- 
1)11(1 Monitor c'oiiimcrcinl. After tin* 
jliijilc iiitrodiictioii, the hiiiioiiikht 
<()iiies ill i\itli: "Ilt'res ;i filter tijiJir- 
x'tte tliiil r»'iill\ delivers the floods on 
flavor. iXow I.,oiijj-si/t; .Marll>t)ro from 
IMiilip Morris. Marlboro! l'A<liisi\e 
I'lip-top l5o\ . . . popnlar filler priro. 
Try n pack." 

i\t)le the ahsi'iice of any reference to 
health tpiestioiis. Leadiiijr toiiipetitor 
Viceroy pn>lies the tlieiiie of "20,000 
tiny fdter trap.-;." Kent has concen- 
trated an demonstrations of its fdlerV 
ability to remove lars from smoke. 

Coming after other filter-tip cigar- 
ettes had provided some industry ex- 
perience, Marlboro was able to capital- 
ize on what its executives felt were 
shortcomings that the public had com- 
plained of. '"Filter-lip cigarettes have 
been pretty flat, with practically no 
flavor to speak of," .sfale> Koss Mill- 
hiser, Marlboro brand manager. "W e 
worked hard to gel a product with a 
real cigarette flavor, and we know it 
can deliver. That is why we hit hard 
the theme of 'It really delivers the 
goods on flavor.' " 

'"Another problem is that of the 
draw," says Millhiser. "With Marl- 
boro wa ve de\ eloped a filter cigar- 
ette that draws as easiU as any other. ' 

The new box. which Marlboro 
claims to he the first real advance in 
cigarette packaging in 38 \ears, solves 
the problem of the crushed pack com- 
mon to filter-tip and standard cigar- 
ettes alike. It is said to be the mo?t 
carefully researched and testetl design 
in cigarette history. The package is 
ideal for tv (see "Should you redesign 
your package for color tv? " SI'ONSOK, 
21 February \9r>3. page 42). 

In all the media, these points are 
made without shouting or extravagant 
Claims both of which have been long 
associated with the fiercely competi- 
tive cigarette field. Brand Manager 
Ross .Millhiser explains the company 
ad philosophy : 

"The public today is better educated 
than in former times, is more know ing, 
more sophisticated in the true sense 
of the word. It has access to newspa- 
pers, radio and television. The grade 
school graduate of today probably has 
more real knowledge of things than 
the college man of yesteryear. 

"Tlierefore advertising today must 
be truthful, believable: in a word it 
must have intesritv. ' 





25 JDLY 1955 



Perry Leary, Marlboro assij^taiit 
branrl manager sums it up: "Tlie day 
of the claim and counter-claim in cig- 
arette advertising is probably over.'' 

" I he job today, ' says Leary, "is to 
build a character for the brand, to 
pa\ simple, j)rovable things that won t 
backfire." 

yiurlbofo's ni'tv I'huruvier: The 

effort to create a brand character has 
led to one of the most original cigar- 
ette ad campaigns in recent years. 
Marlboro, although a new cigarette, is 
an old brand name. Philip Morris de- 
cided to turn to it for its filter name 
rather than to a new name because of 
its long reputation for quality, which 
might he expected to carry over to the 
new product. However, the old name 
brought with it certain disadvantages. 
The new campaign is deliberately 
aimed at removing old public associa- 
tions with Marlboro and instilling new 
ones. 

.This was the task undertaken by the 
Leo Hurnett Co., Chicago, whose presi- 
dent proudly declares: "This is the 
first time a cigarette account has 
moved west of the Alleghanies." 

The problem faced by the agency 
stemmed from the old concept of Marl- 



boro as a big-city, sophisticated cigar- 
ette enjoyed largely by women. The 
job was to get across the idea of a 
quality cigarette that had a basic male 
appeal, but that could be enjoyed by 
women, too. 

It was the visual media which of- 
fered the solution. The male connota- 
tion is achieved in tv and print by the 
careful selection of suitable types as 
models. 

The first big splash by Marlboro's 
new advertising was made as 195.5 
opened by the cowboy who graced 
full-page newspaper ads and admired 
Marlboro cigarettes via television. 
'"What could be more rugged than the 
cowboy, more male, more individual- 
istic?" asks Richard L. Halpin, ac- 
count executive. "He is the great sym- 
bol of the American rugged individual, 
a fundamental part of Americana." 

A following commercial featured 
two cowboys talking to each other; 
another showed a golfer. Again the 
male emphasis is important. 

In print, the agency was successful 
in using a well-dressed man who sports 
a tattoo. "The tattoo, ' says Halpin, 
"tells the male that this is a man's 
man. To women it suggests a man 
with an interesting past." So far this 



figure has not been successfully trans- 
lated into a tv version. 

"The advertising has played back 
well," comments Owen Smith, account 
supervisor. "Surveys show that it has 
a basic appeal to men and to women 
through the virility of the men used." 

Leo Burnett ties together what he 
believes the campaign achieves: "Vir- 
ility without vulgarity, quality with- 
out snobbery." 

The three most recent tv commer- 
cials have dejjarted from the strong 
male-appeal slant in the direction of 
the more conventional. One features 
Hoagy Carmichael, which represents a 
change from the expressed policy af 
using non-professionals in the com- 
mercials. The second features a couple 
at breakfast, the third a couple on a 
patio. 

Ad thinking on Marlboro is appar- 
ently still not fixed; it certainly has 
not yet settled down to long-term reli- 

the passing of the years, the in- 
creasing pressure, of comi>etition and 
the search for more effective advertis- 
ing have made advertising almost equal- 
ly productive as a means through nhich 
the public lets the manufacturer know 
■what it wants. Advertising, in its 
search for selling ideas, uncovers the 
unsatisfied customer's wants, reports 
them back to the manufacturer, who 
goes to work to make his product satis- 
fy those wants. That kind of advertis- 
ing almost acts as a gigantic dynamo 
generating demand for goods even be- 
fore they have been produced." 

WALTER R. BARRY 
Vice President 
General Mills, Inc. 
Minneapolis 

ance on one gimmick, such as the fa- 
mous "Call for Philip Morris" of the 
late Johnny. 

Possible contender for this role is 
the new jingle, of which the agency ap- 
pears enamored. The creation of the 
jingle was one of the reasons the ac- 
count went into radio, says an agency 
spokesman. It is a simple verse, in- 
deed: "You can't say no . . . You can't 
say no . < . You can't say no to a 
Marlboro . . . New Long-size, filterized 
Marlboro!" 

The jingle has been incorporated in 
the three new commercials mentioned 
above. 

Spot approach: Although Marlboro's 
media future is still open to question, 
the immediate months ahead will prob- 
ably see the present practice merely 
enlarged upon. 

Spot tv supplies the sustained driv- 



new call letters August ISt 




5,000 watts serving 5,000,000 people 



Los Angeles 

Represented Nationally by Broadcast Time Sales • New York • Chicago • San Francisco 



I 



76 



SPONSOR 



I 



iiig power and is bought for the long 
pull, ll supplies the only consistent 
<lay-in-and-day out tainpaignlng in the 
Marlboro ad arsenal. About 21 of the 
nation's top markets are now on the 
fv schedule. I'olicy is to get top eve- 
ning availabilities where jjossible, and 
to strive constantly to iiuj)rove jjosi- 
tious. The agency has carte blanche in 
is sjjot buying, according to Marlboro's 
Perry Leary, bc<"iuse it makes sense 
to have the timebuyers, who are best 
informed on the media questions, 
fni a position to act without delay when 
good availabilities crop up. 

Schedules vary from 5 to 15 an- 
nouncements per week. 

On radio, Marlboro prefers dajtime, 
has been coming in for 13-week sup- 
porting campaigns in about nine of 
the top markets. Where it goes in 
strictly for adjacencies on tv, the firm 
cottons to platter-show participations 
on radio. Peary explains that Marl- 
boro hoj)es thereby to benefit from the 
local popularlt)- of station personali- 
ties. For this reason the talent delivers 



44Family life together, us well as guc*t 
entertaininfc, in the home is on the up- 
swiiifc. And we believe television has 
proven to be a major factor. The tele- 
vision set today is the family's home 
theatre and a cenier of enjoyment and 
futertainment.?' 

R015EKT W. LANDO.N 
Director of Sales 
Oneida Ltd. Silrersmith* 
Oneida, S. Y. 

the commercial in his own words on 
the basis of a fact sheet in a number 
of cases. No effort is made to dupli- 
cate the male-appeal situations of tv 
and print on the air. Copy is straight, 
sticks to the copy platform by and 
la rge. 

To get both men and "women, Marl- 
boro looks for early-morning and late- 
afternoon periods. An important con- 
sideration here. sn\s Leary, is the driv- 
ing audience. '"Although there are no 
exact figures." he believes, '"it is obvi- 
ous that the out-of-home audience must 
be considerable. " 

Marlboro messages are thus timed to 
iiit the man on the way to work and 
on his way home. The t\pical radio 
campaign carries from 20 to 25 an- 
nouncements per week. 

Tlie lest peviod: For the first two 
months of the year. Marlboro under- 
went tests in Rochester, Fort Worth. 
Denver and F*rovidence. Complete me- 
dia coverage was employed, including 



hjcal cut-ins on Lucy and Public De- 
feiuler. Network as such was not em- 
j)loyed until New York and Los An- 
geles came into the distribution i)ic- 
ture in March, 

This testing, I'hilip Morris spokas- 
maii carefully point out, was not me- 
dia testing, but over-all market test- 
ing. Playing very imj)ortant roles in 
their view were the factors of attrac- 
tive and inviting packaging and prod- 
uct api)eal. This latter is j)roved, they 
maintain, by the high percentage of 
rej)eat business. 

Spot remains the primary medium 
in the current Marlboro campaign, 



though iiewhpaj>ers are used hca\il\. 

Interestingly, Philip Morris, al- 
though handled by a different agency, 
Biow-Beirn-Toigo, is undergoing a 
copy develoj)ment spiritually akin to 
.Marlboro's, llie new coj)y is soft and 
short, perftxt for both announcements 
and billboards. 

Last year's I'hilip Morris spot bu«l- 
get for all bran«ls was small, but with 
the comj)any switch to spot about to 
get under way seriously, the firm's 
exj)eniliture in the ine«lium will 
jump into the millions and television 
will remain Philij) Morris' major 
medium. * * * 
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PULSE SURVEY OF TELEVISION' AUDIE.NCE INDE.X 
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TV Sets 



Stjtion Station Station Station Uthrr 



Time 


In Use 


WFBC-T\' 
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St.itioni 


SUNDAY 
















6:00 A.M.-12:00 Noon 2L37o 


100% 


0% 


0% 


0% 


0% 


0%) 


12 Noon-6:00 P..\I. 


a3.4% 


81% 


12% 


1% 




1% 


4% 


6P.M.-11:45P.M. 


43,1% 


65% 


18% 


6% 


3%, 


3% 


4% 


.MON. THRU FRI. 
















7:00A.M.-12:00 Noon 


14.3% 


65% 


32% 


0%, 


0% 


0%, 


3%, 


12:00 Noon-6:00 P.M. 


22.9% 


63% 


27% 


6% 


0%. 


1% 


3% 


6;00 P.M.-Midnight 


40.7%. 


61% 


14%; 


11% 


5% 


4%, 


5% 


SATURDAY 
















10:00 A..M.-12:00 Noon 28.27o 


62% 


37% 


0%> 


0% 


0% 


1% 


12:00 Noon-6:00 P.M. 


29.3%, 


43% 


41%> 


4% 


1% 


6% 


5% 


6:00 P.M.-MtdniRht 


48.1% 


52% 


27 7o 


117o 


3% 


3% 


4% 




*The four counties are Greenville, Anderson, and Spar- 
tanburg, S. C. and Buncombe ( Ashev-ille), N. C. . . . counties 
with Population of 559,300; Incomes of $726,284,000. and 
Retail Sales of $481,774,000. 

For further information about this PULSE SUR\ EY and 
about the total WFBC-TV .Market, contact the Station or 
WEED, our National Representative. MV us also for details 
of the latest ARB Studv. 



"The Giant of 
Southern Skies" 



NBC NETWORK 

WFBC-TV 

Channel 4 Greenville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 



25 jULf 1955 



77 



I 



ALL 
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WKBN-TV RATINGS 

PULSE 
22 of the first 26 programs 
(March, 1955) 

Alllt 

17 of the first 25 programs 

(Nov., 1954) 

IIOOPEK 

18 of the first 26 programs 

(Oct., 1954) 

WKBN-TV 

QUARTER-HOUR 
FIRSTS 

PULSE 
406 of 444 Weekly Quarter 
Hours (March, 1955) 

AKB 

312 of 466 Weekly Quarter 
Hours (Nov., 1954) 

HOOPER 

363 of 451 Weekly Quarter 
Hours (Oct., 1954) 

YOU NEED WKBN-TV 
TO COVER THE 
YOUNCSTOWN 
MARKET 



NOBLE-DUKY 

i Continued from page 30 ( 

commercial? we have tested that have 
proved to l)e most cfTective, Ave ha\e 
found two distinct types. At one end 
of the curve are commercials where 
convincing proof of sales claim is ad- 
vanced. At'the other end of the curve 
are commercials that create a mood. 
It is in this second area that houndless 
opportunities for experiment and 
progress lie." 

Nohle-Dury's "experiment" started 
in 1952, when the agency asked itself 
whether it was doing the best job it 
could with Frosty Morn meat. Decid- 
ing whether to he different, however, 
makes no sense unless you ask yourself 
what you should be different for. The 
answer was: to offset the impact of big 
name meats like Swift and Wilson and 
center attention on Frosty Morn. 

Examining the competition for 
Frosty Morn, Graham said, "we had 
to admit that they were just about as 
good as our own quality product. Yet 
there was our client attempting to sell 
against the big boys on an equal basis, 
making his product the finest that 
could be devised and offering it over 
the retail counters at the same price 
as Swift and the others." 

Albert Noble, agency president, and 
I the staff had begun to feel that there 
^vere too many tv commercials that 
were being expertly done but were 
losing audience along the way. What 
the agency had specifically in mind 
were commercials for meat, flour and 
, candy — products in which demonstra- 
1 tion was not important. 

'"Instinct told us,*' said Graham, 
"that because they were about prod- 
ucts that had no single quality that 
moved them ahead of the field, they 
lost a goodly portion of their audience. 
The greatest salesman in the world 
(and perhaps tv can qualify for that 
title) can sell only if he retains the 
interest of his prospect. ' 

Noble-Dury's determination to 
gamble on a different approach was 
okayed by Fletcher Childs, sales and 
ad manager of the Clarksville, Tenn., 
Frosty Morn plant, and the plant 
manager. Everett Moore. (Each of 
the two Frosty Morn plants has a 
degree of autonomy in advertising 
])lans.) The agency told Childs and 
Moore it wanted to devise a tv com- 
mercial with about 70% entertain- 
ment and SO*"? sell, with original music 
and Hollywood stvle animation. Esti- 



mated cost for the film was S6,500. 

Approval also came from owner 
Lorenz Xeuhoff, who said: "At that 
price it had better be good." (The 
company had been spending $30,000 
total on advertising at that time.) 

Graham set out to write music that 
would be more like a popular song 
than a jingle. He wanted something 
people would remember and sing. After 
picking out a tune on a rented piano 
(Graham has no musical training) he 
met with the staff a dozen times and 
after 17 tries came up with a script 
that seemed to fit the tune and lyrics. 

The new commercial approach was 
embracing enough to require revisions 
in Frosty Morn packages. The brand 
had an unhappy old gnome on the 
package that didn't fit in with the film, 
so agency art directors Bill Dury and 
Cliff Johnston devised a new little 
character and in so doing redesigned 
all the Frost) Morn wrappers for ham^ 
bacon, wieners and sausage. 

The sound track was recorded locab 
ly. Because of the wealth of talent 
brought into Nashville by WSM radio 
and tv. there are several good record- 
ing studios in town. Noble-Dury 
picked the Bradley Studio. The talent 
was Owen Bradley, his band and a 
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<;irl s trio. I o .-((inilatf \oi« r>i of pifzs, 
wlio ci|)|)(':ii in aiiiiiiatcd form in tlu* 
coiniiirrcial, llie soiij; was rtHorilcd at 
one kc) and llicn rcrci ordcd at a fa>t('r 
^jH'cd to n|> tlic kry and {id llic, liijjli- 
|)itclif(l cliilddike voiri'< ni'cdcd. I'or 
(lie animation, iVoltle-Diiry went to 
llic Kling Stndio in Cliitafzi'. 

W hile llic a|;iMi( y had faith in its 
i(h'a, then" wlmi' nn)ni('nls of li('j)ida- 
tion. 

Graham explaini'il : "(Jru' tln'nj^ that 
had recurred in eacli agency conference 
on this fdm was tlie fad we \\erc 
\ioialing wiial iia.< always been con- 
!»i(h*red a ha^ic |)rinci|)le in food 
|)ro(hirl athertising. W'e did not at 
an) lime >ho\\ liie [iroduct being eaten 
or ser\ ed on a tal)K\ I fell \ ery s^trong- 
1} that to do so woiihl smack of can- 
nihah'sm because of liie animated pigs 
and that, in turn, wouhl alienate the 
children's audience we hoped to 
■capture. 

■■'I'his was a narrow line to walk. 
We knew it had pitfalls. This, how- 
ever, was our course and we followed 
the compass we had set." 

W hen the fdm w as rcad\ to break 
in a test in iSashville in January 1953 
the agency announced it with an 
agency ad in the local pa|)ers. 

'■\\'e hoped for the best," said 
Graham. "\\V got more than we could 
ha\e possibl} hoped for."' 

First indication of the fdm's impact 
was a call from Mi Brandiam, \\'S.M-T\' 
sales manager, who told Graham: "We 
never had a connnercial like this on 
the station. The switchboard is flootled 
with calls from viewers who want to 
know when it will be shown next." 

Graham thought Brambani was 
pulling his leg. But within a short 
time. Graham said, the following things 
ha|»|)ened : 

• Mail started to come in. I*eople 
wrote that their children wouldn't go 
to bed until the Frosty Morn commer- 
cial had come on. 

• Dance bands, w ithout any prompt- 
ing, began playing the song in the 
area. Graham and rSol)le were at a 
dance at the Richland Country Club 
one night when the band |)la)ed the 
song and everyone on the floor joined 
in. singing the words. 

• A college sorority in Nashville en- 
tertained at an alumni luncheon by 
doing entertainment based on the com- 
mercial. 

• A boys" club adopted the melody 
as its official song. 

• Indirect references to the com- 
25 JULY 1955 



nifu lid crop|)ed up in i liiircli scrnimrs. 
In one Kentm k^ town a prcacln'r, in 
ii scrnn>n on and>it!on, U'^cd the |>hr<iM' 
"height of a |)ii;gie's andiition." 
(Words to the l''rovt\ Minn i-ommer- 
cial reail: .^ing it o\er and over and 
oyer again Fro>ty \b>rn ^ing it over, 
and you'll sing it oyer again I'msty 
Morn Height of ;i piggi<''s ambition 
l-'rom the day be is bi>rn/ls ho|>e that 
he ll he good enough 10 be a l'ro--t\ 
Morn.) At another i Inircli tin- i hoir 
direc tor announ<'cd a bynm as one to 
be sung "oyer and u\er again." The 



( fingregatioH canghl lii'^ inatly i-ilrnt 
refcrenie to tin* Fro>-t) Morn l\ri('» 
and roared. 

• A Itanil ul a Teiinc^^ee toyvn |»liiyed 
the tnne at balf-tinif i rr<MnoiMi-'>' at a 
football gamr and formed tin* letti-rn 
"FM" in the field. 

As tile ( onimercial was inoyrd into 
new niarki't> Birminghattt, Ja<k^on, 
reim.; ('haltanooga there were simi- 
lar \ iewer reactions. 

And, oh jes, sales wmt U|). 

Ju>t as im|)ortant to the agency as 
the Sides increases registered for Frosty 




SALES POWER! 

"On my fiteen-minute TV show, "Jungle Town," 
presented once per week at 6:00 p.m. each Wed- 
nesday, I offered a prize of ten baby parakeets to 
the first ten people who identified an animal 1 
exhibited. 

The result was phenomenal. 1057 letters were re- 
ceived. Thousands of phone calls kept my three 
store telephones continually ringing. They began to 
ring ten minutes after the offer was made and con- 
tinued without interruption until closing time at 
ten p.m. At eight o'clock the next morning they 
started again and continued throughout the entire 
day. The majority of the calls were from out-of- 
town, necessitating long distance toll charges. 

I will say, without qualification, that an advertiser 
who has an attraction which will command atten- 
tion and which has appeal and value, will secure 
action and sales by the hundreds through KXLY-TV. 

Sincerely yours 
HARRY GROSS (signed) 
NORTHWEST SEED and INSECTICIDE CO 

Arillible «t « discount 
when Durchased In conjuncdon 
wHh Ihe XL network. 



spoKnnE 



RICHORD E. JOnES 
uice pres.K gen. mgr 
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Morn was a j)hoiie call from owner 
Loreiiz \culiolT last \ear. NenliolT 
asked i uiniecessarily ) if tlie agency 
would like lo do llie same job for his 
oilier meal planls. I'ollow ing a j3re- 
scntalioii NoMc-Durv look o\er( on 1 
January lliis \earl Xeiiliofl's Vallev- 
diile meal planls in ^ialeni and Hrislol, 
I10II1 in \ irginia. and Reelfool Pack- 
ers in Liiion Cil). Teini. (The agency 
hv lhal lime had alread) been handling 
llie olher Froslv Morn plaiil in Kinslon, 

rs. c.) 

While the same general approach 
was ihe aim for the new meal brands, 
there were some new problems. In the 
best tradition of the large soap and 
tobacco advertisers, NeuholT's meal 
brands were competitive. For example, 
Frost) JMorn and Reelfool both sell in 
Jackson, 'Peim. Frosty Morn overlaps 
with Valleydale in Charlotte, N. C. 

For Valleydale, Graham wrote a 
march tune with lots of brass and 
drums. The script called for a piggy 
baud and the aim was to gel football- 
like excitement into the film. The 
words started off as follows: 

The music goes zoom, zoom. 

The drummer goes boom, boom. 

And everybody shouts 



Hooray for V alleydale! (rejieated 

three iiH)re times ) 

All hail, it's Valleydale! 

In the Reelfool film, Graham wrote 
music in the form of an Indian chant. 
As in the Frosty Morn situation, the 
package was redesigned in order to 
give the agency a little animated 
character who could be used in the 
commercial. 

Regarding the Valleydale film, 
Graham rej3orted: "From the lime we 
introduced the film last February to 
audiences in the Carolinas, Virginia 
and West Virginia, the pattern of 
viewer reaction and sales increases 
came in right on schedule." The Reel- 
foot commercial is loo recent for any 
concrete results but Noble-Dury has 
acquired the habit of success and 
expects the same pattern for Reelfoot 
as for Frosty Morn and Valleydale. 

While the story of the three meat 
brands is primarily a television story, 
radio plays a part, loo — a part that is 
enhanced by video's impact. Noble- 
Dury buys radio for these brands on 
a number of stations to cover the 
Southeast. The sound-track from the 
film commercial is used. 

Agency head Noble has an interest- 




Bigger than St. Louis! 

The 50 county market co\'ered by Wis- 
consin's most powerful radio station is 
])igger than St. Louis in retail sales, 
more than twice as big as Milwaukee. 
Like these metropolitan areas, wKOW 
COUNTRY is a group of shopping cen- 
ters. Unlike them, however, the land 
between one rich wKOW COUNTRY 
shopping area and the next produces 
valuable farm products and an aver- 
age annual family income of $6,921 
for the producers. Madison, the capital 
of wKOW COUNTRY, with over 
105,000 population, has an average 
spendable income per household of 
$8,067. You can sell it all at bargain 
rates on WKOW at one-fifth the price 
you pay for St. Louis, one-half the 
price for Milwaukee. 



WKOW 

MADISON, WIS 



CBS 

AHiliote 



Represented by 
HEADLEY REED CO. 



ing trick he uses at sales meetings to 
prove what an effective tie-in radio can 
be for Frosty Morn. Valleydale and 
Reelfool. After running through some 
Iv commercials he will ask those 
present lo close their ejes and see what 
comes to mind as he plays the sound- 
track. Naturally, everyone visualizes 
the film. Noble then points out this is 
exactly what hapjjens when the an- 
nouncements are played on the radio. 

As is usually the case with an excep- 
tionally successful ad, a number of 
by-products have been spawned by the 
Iv commercials. The extra radio im- 
jjact is one. The redesigned pack- 
ages are another. Now that the 
commercials are successful the new 
characters on the package are partic- 
ularly memorable. And the agency has 
featured the characters from the com- 
mercials in newspaper ads, billboards, 
mailings, streamers (some of which 
say: "See me on tv") . 

Radio is bought in each city where 
the agency uses tv for its meat prod- 
ucts. The schedule is at least five to 10 
announcements a week on one station. 
For all three of its meat brands Noble- 
Dury now buys three announcements 
a week on 25 video outlets. The an- 
nouncements are all minutes and the 
agency aims for early evening time to 
catch a good family audience, includ- 
ing the youngest children. If the 
agency has to, it will buy as late as 
9:30 p.m. In its radio timebuying for 
the meats, Noble-Dury seeks periods 
when auto listening is high. 

Budget details on the meat brands 
are not available but it is understood 
that spending for Frosty Morn, which 
was S30.000 at the time the tv adver- 
tising started, now runs "very deep' 
into six figures. Percentagewise, the 
budget for Frosty Morn breaks down 
as follows: 70^ to tv. 15% to radio, 
15% to others, such as newspapers and 
billboards. Valleydale has an almost 
identical budget with 70% for tv and 
30% for radio. 

Noble-Dury "s success with Frosty 
Morn made it anxious to try the "en- 
tertainment commercial" for other 
products. Last August, Harold Twitty, 
v.p. and account man on Martha White 
Mills (which Noble-Dury acquired 
from two other agencies about three 
years ago) announced at a staff meet- 
ing he wanted to do something for 
flour along the lines of the Frosty 
Morn approach. 

^lartha White flouf has a picture of 



80 



SPONSOR 



a liltli- ^irl on tlic hilicl alid tlir idi-a 
w.io to l)riii;^ tliis ti adriiuii k. In lifr iti 
11 ( (tiMiiiciriiil. I lie litllc would 
jiiiii]) oiil of die hdirl Mild xiiifT a ".Mai- 
dia W'liili" Soii^." W illie die aficu( \ 
Jkk! redesigned the i"io»|\ Mom |)a( k- 
ii^ic, it felt lliat llie .') I-\ear-oId Man- 
illa W'liite lahel wax luo slrou^ an 
ideiitifsiu^ mark. U> \»' taiii|)eted with. 
However, diere was no reason why the 
niiiiiiatcd little ^irl ('oiildn'l he made 
1 iilc'r in the eoinniei cud oiK'e she 
jiiiiipod out of (hi* circle in which her 
])icliire was enclosed. And that »vas 
exactly what was done. 

" The result,'" said Twittj. "has heei) 
one of the ino>t allIa/illf^ sak's in- ' 
creases in the c()iii|)an\"s lii>lory. A 
sales curve which was sh|i|iing sliphtK 
downward straightened and hegan to 
zoom skyward. As n matter of faet, in 
the first (]uarter after this iieu tv film 
was released in all tiiarkets, Martha 

★ 

#»\NV Iiiivc onl.v our radio spootnini. li 
U the Ufe hlooci of our induxtrv. If wc 
tIc>tro.v ilw i>lo<)ci He raiiiiot lt\c Uy 
llie triinsf nsions, I)ornii>c there is no 
MOW hlood that aiivoiu- roiihl donate to 
II*. The speetrnin is hccoiiiing more 
roiigc-tecJ nmJ polluted eacli y<>nr. The 
Hav to |)r<-s<T><> it i> for all lunnnfao- 
tiirer^ and eipii pnu-iit uxts to abide hy 
the HKTMA standards for control of 
spnrioiis radiation. If we rannot <h) 
this >olnntnriIy, w<> will iiitiniat<dy Iia*r 
to, ask the •;o>ernnient t«) step in and 
do it hy force. It is inipossiMe to be- 
lieve that thi^ industry will fail to lake 
efrerti>e steps hy >olnntary means to 
conser>e the radio spectrum." 

GI.KN .AlcDAMEL 
I'rrsitlrnt 
RETMA 
W'axh.. />. C. 

Vi hite flour showed it biggest sales in- 
crease in over three ^y ears. ' 

\e\t the agency turned its attention 
to Standard Candy Co., makers of 
lielle Camp chocolates, the first ac- 
count Albert Xohlc ae(|uired when he 
o|)ened the Xoble-Dury doors in 1945. 
The company had been primarily a 
news|)aper account and neWJ^papers 
still are the backbone of its advertising 
but both agency and account expressed 
a desire to try the t\ approach that 
had been doing so well. 

The account has been handled by 
Noble himself but Hill Graham was 
brought into the picture because of his 
habit of pecking out songs with one 
finger and because it was felt that in 
his colossal ignorance of candv might 
lie the germ of an idea. 

A tour of the plant by Graham and 
Howell Campbell. Jr.. president of 
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.^^landaid (]aiid\, derided tiie ginniiick: 
an aiiiiiiatcd storv of how Helle C.iiii|i 
;:atlieis in;; redieiils from all o\er the 
world and makes i-;i,i(|\ . (.Iiaiaclers in 
the aiiimalidii were i'l\e>. 

The film was letted in liii iiiiii^liaiii 
and Na-li\ die during tlTw sear'- \ alen- 
tine's Das se.i-oii. \fler the first three 
months of tire sear were (»\er. Ai<li 
liishnp, ad iiiaiia^er for Standard (_!aii- 
dy, rc|)oited the following to Noble: 

"i\'asli\ illr, sshii li i- oiii be-t iiiar- 
k('t and where we lia\ e praelicalls 
ino',' distribntioii, slioued an im lease 
of 2.'i'y ill I'J.'j.'j o\er the first qiKnter 



of "Hisjidp w,|s al-o elated <ner: 

" llu inm^liam, where we base ab«*nt 
<(l'f disli iliiilioii and whi<h has Ihi-ii 
a latliel hard niaiket for ii- lo hriii^' 
up lo where we fell il should be, 
showed an iiHiease of 'AO', f(jr the 
liist (jiiailer of I '-''»"> o\er the fir-t 
(juai lev of \*>7t I. 

"Its was of I <)inj)arisi)ii, in the bal 
am e of oiii distribution area we harels 
;jot o\ el the liunij) for this first ijiiar- 
ter; iheiefoic. we are |)laniiing on e\- 
paiidiiig this teles i-ion adsertisinj; t(j 
odici areas (his fall." 

(•lie of the interesting fai ts N'olde- 




Openinfc ceremonies dedicating expanded facilities at the High 
Point P\irniture Building ... in the heart of WSJS-TV coverage 
. . . \vhcre the world's greatest concentration of furniture manu- 
facturing boosts the big buying power of the dynamic WSJS-TV 



market. 



WSJ Si TV 



WINSTON-SALEM, N. C. 



CHANNEL 12 



m 



For North Carolina's 



GOLDEN TRIANGLE 

Plus Northwest North Carolina 



\ 



V \ 



/ 




WtNSTON-SAlEM ~ ^ — ■ 



HIGH POINT 



"The Golden Triangle Sfallon" — _Headley-Reed-Rep. 
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Dui} Icarnefl al)oiit it? aiiiiiuitpd coiii- 
iiiorcials was the length of time they 
could run without losing much impact. 
In the beginning the agency didn't 
know the answer. Now, based on his 
experience. Graham figures that "done 
comjjlctcly in animation, witli a mostly 
entertainment C( intent and with a lilt- 
ing musical touch ' connneroials will 
bear rejjetition three times a week on 
any station for from six months to a 
year and still attract fan mail from 
viewers. 

The original Frosty Morn commer- 
cial was used for 11 months and to the 
agency it appeared just as popular as 
e\ er when taken off the air. Since then 
the agency did two more and is work- 
ing on a new one on sausage which 
will be introduced this winter. All use 
the same music with new lyrics and 
animation. 

And, speaking of the music, Graham 
may yet hit the jackpot with his songs. 
A major recording studio now has the 
Belle Camp tune, and Graham expects 
it to be recorded this summer. The 
original Frosty Morn song is in the 
hands of several record companies and 
indications are that it, too, will be 
waxed soon as a popular song. 



BOSTON NASH 

[Continued from page 34) 

])retty fair O'i in 19.52, climbed to 
7^ in 19.5,3 and in 1954 to 85*? 

When l^ay E. McLaughin, Nash 
dealers' account executi\'e at the Frost 
ad\ertising agency in Boston, recom- 
mended that they sponsor the Egan 
sports show, he lia<l se\ eral factors in 
nnnd : 

1 . First and foremost, audience com- 
position studies showed that the pro- 
gram appealed to the lyjje of people 
who're potential Nash customers. A 
high percentage of the audience, of 
course, are men, especially sports fans, 
to whom particular Nash models and 
certain features of the Nash might ap- 
peal. Further, since Egan interviews 
sports figures in a more personalized 
vein rather than sticking to their ca- 
reer, the program has a sizable follow- 
ing among women. (The program's 
latest Pulse rating was 4.4.) 

2. By sponsoring Egan, the dealers 
got an established local personality 
around whom they could build their 
sales campaign. Egan began his radio 
career close to 20 years ago, when ho 
was 22, moved to Boston in 1939 and 



now 



in 



proof positive 

WCUE 
FIRST 
AKRON 



latest 
Hooper 
rati?! gs 

March-April 
1955 



SHARE OF 
RADIO AUDIENCE 


Mon. thru Fri. 
8:00 A.M.- 12 Noon 


Mon. thru Fri. 
T2 Noon-6:00 P.M. 


WCUE 


32.2 


32.7 


Station B 


29.5 


28.3 


Station C 


27.0 


21.6 


Station D 


4.2 


9.3 



continued in radio there. He returned 
to New York and WOR in 1942, did a 
three-year stint as a newscaster, and 
then went back to Boston to become a 
sportscaster for WIIDH. His name has 
been associated with play-by-play ac- 
counts of Boston Braves and Boston 
Red -Sox baseball games. Harvard and 
professional football, Boston Bruins 
hockey and Boston Celtics and college 
basketball. The Nash dealers felt that 
this type of local radio background, 
gave Egan enough of the hometown, 
spirit for him to have been invited to 
the Boston Tea Party, 

3. l"]gan became the personification 
of the Nash dealer, a local personality 
with whom each dealer could identify. 
Association with such a personality, 
said account executive McLaughlin, 
proin(jtes an aura of confidence in and 
familiarity with the Nash dealer. 

"It's important for a car dealer to 
have a good reputation and good 
standing in a community," McLaugh- 
lin says. "Now no amount of sheer 
repetition of a commercial message can 
com ey that feeling as strongly as iden- 
tification with a known local person- 
ality who entertains his listeners every 
e\ening. Of course, we're interested 
in direct sales, in moving specific mod- 
els of cars. But this is a public rela- 
tions effort too. ' 

As he points out, the individual 
Nash dealers in the Greater Boston 
Association each ha\e their own ad- 
vertising program o\er and beyond 
All About Sports. Generally they use 
rad.c and newspaper schedules. The 
function of the dealer group effort is 
to give prestige to the name "Nash 
dealer, " to ser\ e as a step between the 
car manufacturer's national advertis- 



. Akron's only Independent— we're home folks. 

TIM ELLIOT, President 
John E. Pearson Co., National Representatives 




" — just as KRIZ Phoenix adver- 
tised them, Madam — would you 
like to try them on?" 
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in<! and llu> iiuli\ iiliial dcalr-rV pilcli. 
One llosloii lU'alcr, for .f\aiii|)l(', 
aiiiKdiiKciiifiil mIu'iIiiK-» oil W'llDll. 

Ill |{o>loii, till- N:i>li tlfalcr^ IwkI a 
V('i\ real pmlilciii. In tin* aiitoiimliih* 
I)ii>4iiU's^, iScw Kiiylaiid i< known as a 
S',' area. " 1 his iiii-ans that aiitoiiiohilo 
iiiakci's sell ahoiit 5' > of their aiiiiiial 
prodiutioii in the eastern half of (jmi- 
iieetieiit, in Maine, .Mass.. .N.ll., \ (T- 
iiioiit, Khode Island. (Greater iJoxtoii 
accounts for a fjood two-thirds of these 
sales. But with its share of sales 
the n(i>ti)n territory does W)'"J Ix-tter 
liiaii the luiriiiall) e\|)o<'ted 5' J . 

Now Ho'.ton is as ton{;li a market for 
an independent <'ar iiiaiinfattiuer ;is 
ail) tup metropolitan center can he. 
In the first place, evers siiijiie car 
iiiannfactnrcr saturates the area \vitli 
dealersliip.s. hiH"aiise of the wealth and 
si/.e of the market. Competition i> as 
St ill as it can he. 

In the se<"oiul place, the independent 
car maiuifacturers have heen fighting 
eaili other in a shrinking market 
against the Big Three of the car in- 
dustry — General .Motors, F(ird and 




Independent in the Market! 



Boslon 

Clevelond 

Dallos 

Denver 

Des Moines 

Evonston, III. 

Evonsville, Ind. 

Houslon 

Indionopolis 

Jockson, Miss. 

Konsos City 

Huntington, 1. 1. 

Louisville 

Milwoukee 



WCOP New Orleons WTIX 

WDOK New York WINS 

KlIF Omoho KOWH 

KMYR Poftlond,0(e. KXL 

KCBC Son Antonio KITE 

WNMP Son Ffoncisco KYA 

WIKY Seotlle KOL 

KNUZ Spfingfield,Moss. WTXL 

WXLW Stockton.Col. KSTN 

WJXN Sy(OCuse WOLF 

WHB Tulso KFMJ 

WGSM Wichito, Kon. KWBB 

WKYW Wofcester.Moss. WNEB 
WMIL 



Canada 

Calgary, Alberta, Canada 
New Westminister, B.C. 



Only ane 
in each 
market 

r 




CKXL 
CKNW 



Membership 
by invitatian 
aniy 



(du)>ler. During the pa^t lialf «le<;ide 
ike coiidiiiied share of the total I 
ear .-ah's attributed to the iiidcpeiideiit^ 
has .^iuiiiik from some I'iS to .')'(. 
During the pa^t thiec \eais, tin- "Little 
l''i\e" of the iiidu^tiN lia\e eomhatted 
the giant competitioii h\ merging with 
each other. Na^li ha^ heen no excep- 
tion to the pattern le>s than a \eai 
ago. Nash merged with iiiuKon. 

Thirdly, this has heen t-alh-d the 
crucial \ear in the car in(lii-«tr\, (fcii- 
eral Motors and Ford Co. are hattliiig 
it out for first place. l*.!ac]i iiiajtjr com- 
pany lias produced more cars than e\er 



ill a pi o^pi-i till"' e<'onom\. Ihev'ic 
throwing the full poHcv of ihcir le- 
soiiice«. into their >ale^ and ad\erti-iii • 
elTort. 

Ihi^, then, ii tin* iiidnj-ti\ ;(tmo— 
pliere in which the .N;i-li dealer^ of 
Bo^ttm are operating. 

''Ai tiiall\ >a\> lici t 1 rai \ , Ni-w 
l.iiglaiid /.one iiKiiiager for ^Na^li, " I lii-^ 
al\\a\-« has heen good Na-h territor\. 
|]\er\ \ear our sales put u^ >-omewh< ri- 
among the top 10 /onc^ in the Xa.-li 
orguni/ation. But we felt that thi^ 
wa-n't good cnmigli. We wanted to he 
Niimhcr One." 



4,686,860 
TUBES OF TOOTHPASTE! 



A 




MR. TOOTHPASTE MANUFACTURER- 

Just one tube of your toothpaste sold in a month 
to the radio homes in WGN's area would mean 

4,686,860 tubes sold $1,171,715 at 25c a 

tube! !* 

WGN reaches more homes than any other ad- 
vertising medium in Chicago, and our Complete 
Market Saturation Plan has proven it can sell 
your products to these homes. 

•Nielsen Coverage Service 



A Clear Channel Station 
Serving the Middle West 
M B S 



Oiicago 
11 

50.000 WiitU 

720 
On Vour 
Dial 




"f-aJ/'tifi: 



RADIO GROUP 



For your best Television buy in Chicago — if's 
WCN-TV — first in film and spot availabilities. 
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f you GET 

17 COUNTT COVERAGE 
IN N. E. PENNSYLVANIA 

NBC BASIC BUY 

FASTEST NEV^S SERVICE 
TO COMMUNITIES 
OF AREA 



ENGINEERING 
KNOW-HOW 



NBC-RCA COLOR 
BEST PICTURE 



WREX-TV 

KING SIZE STATION 
IN A 

KING SIZE MARKET 



Milwaukee 




Chicago 



WREX-TV 
GIVES YOU 
THE LION'S 
SHARE 

OF SALES 



ROCKFORD - ILIINOIS 




CHANNEL j 



ABC-CBS NETWORK 
ArriLIATIONS 

J. M. BAISCH, GENERAL MGR. 
epreienfed by H-R TELEVISION, INC 




TV Ch. 28 

Wilkes-Barre. Pa. 

Maiional Rep. The Headley-Reed Co. 



Analyzing their problem, the Great- 
er Boston dealers came to the realiza- 
tion that their past promotion and ad- 
vertising had been somewhat on a hit- 
or-miss basis. Individual dealers ad- 
vertised periodically, principally in 
print media, but as a group, they tend- 
ed to rely on the campaigns emanating 
from their national headquarters. 

The logical step, it was agreed, was 
to unify their efforts both in form and 
goal. They had never used cooperative 
advertising previously except for such 
spe< ial events as auto shows. But three 
years ago they decided that such an 
effort was the answer. The direct sales 
goal, the) agreed, should be exploita- 
tion of the Nash features which would 
appeal to sportsmen. Tlie agency s sug- 
gestion that they sponsor Egan fitted 
right into the dealers' needs. 

While the dealers ga\e Egan a Nash 
Ambassador at the outset to acquaint 
him with the car. Egan has of course 
pitched for several different Nash mod- 
els. 

"On several occasions," says Tracy, 
'"We have asked Leo to push a particu- 
lar line which was moving slowly. This 
usually has consisted of his stressing 
that particular model over about a 
week's time. Some months ago, we 
asked him to do something for the 
Metropolitan, for which we were then 
getting few calls. Within 10 days, 
dealers were reporting considerable 
interest in it." 

Tracy adds that the same thing hap- 
pened early this summer when Egan 
gave the V-8 line a boost. Customer 
resj)onse was measurable within a 
week. 

Egan's no shouter. In his sports 
commentary and in commercials alike, 
he talks quietly and conversationally. 
Egan is given suggested commercial 
copy by the agency, but can change 
it in any way he sees fit. 

Account exec McLaughlin says: 
"The agency has attempted to person- 
alize the program from the standpoint 
of allowing Leo to make any remarks 
he wishes. If he wishes to ad-lib, he 
is free to do so. The fact that he owns 
a Nash makes it easy for him to under- 
stand and discuss how the car handles 
and responds under all conditions. He 
never uses the same cop) twice." 

Here's a sample of Egan's closing 
pitch : "From Pittsburgh to St. Louis 
. . . and from Boston to Bangor . , . 
Nash sales continue as hot as the 
weather. Check up on this one of these 
days . . . ask a Nash owner how he 



likes his car . . . see if you're not im- 
pressed by his pride of ownership. 

"That's it for tonight. That's all 
about sports for this evening." 

Frequently Egan draws local or re- 
gional events into the commercial, thus 
taking advantage of his close relation- 
ship to the conununity: 

"This is the eve of the 17th of June 
. . . the night before the famous open- 
ing battle of the American Revolution., 
Tomorrow is Fiunker Hill Day. A holi- 
day in many places, but business es- 
tablishments will be open as usual. 
And that includes your Nash dealer 
who possesses his own brand of revo? 
lution: The car that sets the pace for 
new ideas in motoring, new comfort, 
new luxury, and yet new economy. It's 
Nash for '55, the newest idea in auto- 
mobiles. See it tomorrow at your Nash 
dealers." 

Occasionally Egan will draw upon 
letters from listeners for his commer- 
cials, reading their comments, adding 
his own, and giving the commercials 
a flavor of local authenticity. The 
greater percentage of unsolicited lis- 
tener testimonials for Nash monies 
from women. 

Egan doesn't consider this surpris- 
ing: "Even though a sports program 
theoretically is aimed at men, I try to 
appeal to women too. That's impor- 
tant when you have a sponsor like 
Nash because the women usually de* 
termine what kind of car their family 
is going to have." 

During the editorial content of his 
program, Egan also aims at a mixed 
audience. He leans heavily on inter- 
views, tries to get the sports figure he 
is interviewing to talk about his fami- 
ly, his home life and his activities out- 
side his particular sports field. That 
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"This can only happen in the front, 
because KRIZ Phoenix advertised 
both my rear ends." 

SPONSOR 




America's Most Widely 
Listened-to Book Program 

In Current RchaiC 
TllKSK HOOKS: 

••Pjticncc"— W S. Gilbert Jnd Sir 

Arthur Sullivjn 
• Out of My Li»c Jnd ThouRht -- 

Albert Schweitzer 
••Shjne^-lJck Shjelter 
"lojn of Arc"— Luoen Fjbre 
"The Roosevelt Fjmdy of SJRjmorc 

Hill"— Hermjnn HJRedorn 
"DJnl Boone Kissed Me"— Felix 

Holt , 
"The Ust Hunt"— Milton Lott 
"The French CjnJdijns"— M Json 

W jde 

•The Devils"— Fyodor Dostoyevsky 
(new translation by Djv.d Mjr- 
gjrshjckl 
• The Pejrl Seekers"— Norman Bart- 

lett 

TllKSK KKVIKWKHS: 

Gilbert E. Covan; Gerald E. Cos- 
grove: Delmar Learning: Margaret 
Young; Ernest Cady; Marlon Train- 
or- Wallace Stegner; Phyllu L«« 
Peterson: Gil Orloviti: Ronald 
McKlc. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 




ON CHANNEL 4 

192 GREATER 

AUDIENCE POTENTIAL 

IN THE COLUMBUS. GEORGIA 
BILLION DOLLAR MARKET 

150,880 TV HOMES 

Television Magazine June I, 1955 
Our Estimate is 

182,172 TV HOMES 

as of July I. 1955 

COLUMBUS, GEORGIA 



JOO KW 



WRBL-TV» ABC 

Ajk any Holllngbery man 
for comparative TV tnapt 




way, s-ii)-; lie. he rciK'lu*^ iiiiiii) li'»ti'ii- 
iT.s wlu) iirt'ii't \ ilulh iiiti'rc-lfil in 
lialliiij; !i\ rnij;t-< niid Inxkfx r<'>iill>. 

>iir\c\s, iin idciiialK . >lin\\ 
llial wnmcii oiitmiiiilirr men in I'i^iiii'- 
aiidiciuc four ila\>« diiI of fi\c. 

I he (Ircalcr lin-tuii draliT- intend 
to ( (mtiiiiK' !•) |>a->iiij; t\ fin //// Ihnitl 
SfKirls. "We lia\f a fine t\ |>ri>;;r.iiii 
in WiC I N "s l)i.sne\liiiitl to It ll oiti 
I slorv luilioiiaily ,"' -ax-i 'IVai \. '•Hnl we 
ncfd Leo ^ radio -how |o j;i\(' n- wider 
r()\('raj;e iiiid jzieatcr frei|ii('nc\ of 
mc->ajic on a l(«ai el. We ai-o 
wanted to kci'p tiie per-onai -aionran- 
>liij) tiiat l^eo |)ro\ ido." 

Part of tiiat |)cr-i<>nal -ale-inan-iiij) 
i-i the ni(M( handisal)iiit\ l)oth of V.yain 
and of hi- piojirani. cr} year, for 
example, liie Na'^ii dealer- <.'i\e a \a.**h 
Haiuhler for the Hed Sox player wlio 
wiiis the annual W'H/ "Tcfl \\'illiani< 
rr()|)hy. " I he trophy, awarded for 
outstanding perforiiiance on the ha-i'* 



'S|n one \ear, lclc\ isioii has iciipcfl 
from llic tiiird to the first nit'diiini in 
iiatioiiul ii<lMTti-iii^ expeiKiitiircs. A- 
ttif fa-test grovtinp: and now tlic bigKcst 
nicdiiini for uiitionai ad\erl i-crs, tcie- 
\isinn is i)econiin{; more and more im- 
portant in sustainiiipr tiie dvnamic 
Crovttli of our eronomv.?? 

OLiVKK TKKYZ 
President. TrIS 



of a point sy.-teni cle\ ised by Egan and 
the famoui!- Red Sox outfielder, Avent 
to Jimmy Pier?all iti 1953 and Jackie 
Jensen iii 1954. 

"So far as we can determine." says 
C. Lud Richards, promotion inatiajier 
of W'HZ. "that trophy ha- brought 
hoth the station and Xash more than 
2().U()() lines of newspaper puhlicity 
throughout New England. At least 
half of the stories referred to the Nash 
Rambler presentation and the Na^h 
dealer organization. It s an example 
of what can hap|)en when a s|)onsoi 
is proniotioii-tninded. 

The station, in turn, promotes the 
|)rogram with newspajjer ad- carrying 
a credit line for the Nash dealers, pos- 
ters promoting the show which are 
pro\ided for the Nash showrooms. At 
special finictions like the annual s|)ort?- 
men's show in Boston. Egan broad- 
casts from the Nash displa) in Me- 
chanics Hall. Egan and station execu- 
ti\es alwajs attend dealer dimiers. 
supply models wearing banners ("From 
\\ BZ to You " I to distribute cigareMes. 
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Discover this 
Rich Market 

Covered Exclusively 
by KHOL-TV 



NEBRASKA 




• 30% of Nebraska's 
Entire Farm Market 

• 128,000 Families 
. With a !/2-billion 

dollars to spend 

Hi^h per capita income based on 
irrigated farming, ranching, light 
industry and waierpoucr. 

For information, contact A! Mc- 
Phiilamy, Sales Manager, or your 
nearest MEEKER representative. 

KHOL-TV 

Holdrega & Kearney, Nebr. 
CBS • ABC • NBC • DUMONT 



IN EVANSVILLE INDIANA 

WISE 
BUYERS 
CHOOSE 





Sales with showmanship 
HIGH NOON RANCH 

Mon. thru Fri.— 1 1 :45 to 12:15 

Featuring Doug Otdham and the 
Dixie Six. Jeannie Lamb and 
Utyiscs Cartini — the tops in "ti\e 
locat" programming. 

PARTICIPATIONS AVAILABLE 
Represented by 

MEEKER TV. INC. — ADaM YOUNG 
ST. LOUIS 



CHANNEL 50 




NOW OPERATING 
WEOA— CBS RADIO 
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Effective September 28, 1955, KMBC-TV 
joins the nation's most dynamic and fastest- 
growing television network, the American 
Broadcasting Company. For programming de- 
tails, consult your Free & Peters Colonel or: 



Don Davis, First Vice President 
John Schilling, Vice Pres. & Gen. Mgr. 
George Higgins, Vice Pres. & Sales Mgr. 
Wori Greiner, Director of Television 



Often Ejraii acts as ni.c. at those diii- 
iiers. brings a famous sports personali- 
t\ along as guest. He makes frequent 
personal appearances in Xash show- 
rooms throughout the Boston area to 
talk sports anrl sales with dealers and 
their salesmen. 

"This kind of thing not only gives 
the individual dealer a strong sense of 
identification with the shov," Tracy 
says. "But it enables Leo and the other 
station people to meet all of us on a 
personal basis and become better ac- 
quainted with our sales problems." 

Nish Ataniiau, former nresident of 
the Xash Dealers Assoriatiou of Great- 
er Boston, wrote the following letter 
two vears ago to Thonia'^ H. Dunn, 
WBZ account executive: 

"The combined eflorls of your sta- 
tion and the advertisin<r asenc\. Harrv 
M. Frost Co.. have helped to produce 
result* bevond our expectations. We 
have also been greatlv impressed with 
\^'BZ s promotion policv. sales aids 
?iid general station cooperation. It has 
been handled in true niaior league 
stvle. and we are of the opinion that 
vour station has siven us more of 
this coooeration than you originallv 
promised." -k -k -k 



SPOT FIGURES 

[Continued from page 261 

Liebmann Breweries. S2.35 million: 
Avco Manufacturing. $2.15 million: 
Socony-Vacuum. S2.1 million, and 
Lever Bros.. $2 million. fOther maior 
spot advertisers, including Bulova with 
$6.5 million in spot tv alone, went 
unrecorded in sponsor's necessarily 
partial listing.) 

Publication of the SPONSOR figures 
was welcomed by important industr\ 
spokesmen. Oliver Treyz, president of 
the Television Bureau of Advertising, 
said: "The release of information 
about spot spending is badly needed. 
1 think SPONSOR provided an impor- 
tant service in highlighting the prob- 
lem and compiling estimates. How- 
ever, a lot more needs to be done in 
making spot tv expenditures available 
and in pointing up the rapidly increas- 
ing activity in the medium." 

Comment also came from Kevin 
Sweeney, Radio Advertising Bureau 
president: "The effort being made by 
SPONSOR to uncover spot spending is 
commendable and its publication of 
figures is a step in the right direction. 
Any estimates, however carefully re- 



searched, are bound to be subject to 
questions of accuracy, but this is just 
another way of saying that what we 
need now is an official industry meth- 
od of gathering these figures. RAB is 
going to make a college try for them 
in the fall." 

Lawrence Webb, new managing di* 
rector of the Station Representatives 
Association, declared: "There is no 
question in iny mind but that publi- 
cation b\ Si'O.NSOK of spot figures will 
be a help in spotlighting the need for 
a regular survey of spot spending. 
Though SPONSOR could not publish 
figures for all advertisers, it was aif 
admirable pioneering job." 

To aid further in the attempt to get 
spot figures published, SPONSOR is un- 
dertaking a fact-finding job to deter- 
mine what methods of gathering spot 
data are deemed best by advertising 
managers, agencies and national rep- 
resentatives. Readers can play an im- 
portant role by filling out the ques- 
tionnaire which appears with this arti- 
cle and sending it to SPONSOR. 

The two new efforts to gather spot 
radio data reflect the fact that, after 
two decades, there i* still no agree- 
ment on the best way to gather spot 
radio data. 

Aside from the fact that RAB and 
Executives Radio-Tv Service are going 
to different sources, they are also set- 
ting different kinds of data. RAB is 
now working on a cross-section of ra- 
dio stations, from which it hopes to 
get total dollar figures on brand 
spending. The final figures will be a 
national projection of the dollars re- 
ported spent by the station sample. 
These would be reported quarterly. In 
addition, it is hoped that dollar spend- 
ing by brands in certain important 
markets would be included. 

Sweeney said he hopes to get the 
survey underway by October. He made 
clear that he was by no means sure of 
success but pointed out that to insure 
success he was sacrificing, for the time 
being, the fine details of spot spending 
in favor of a big return from stations. 

The RAB survey will not attempt 
to get detailed data on spot activity by 
stations. To attempt this at present, 
Sweeney feels, would only scare off the 



$99.00 INVESTED in the 

NASHVILLE, TENNESSEE 

NEGRO MARKET 

SOLD $3,500.00 in appliances 

VIA WSOK 



ATTENTION, RADIO 
SPONSORS 

NOW YOU CAN REACH 
THAT BIG RICH 
CHICAGO BILLION DOLLAR 
NEGRO MARKET 

721,500 

LATEST FIGURES 

"JAM WITH SAM" 

The disk jockey shoto that 
is the talk of the toicn 

Mondav Thru Sattirdav — 
9:. 30 P.M.-12:00 M. 

W(aES"~5,000 Watts — 

1390 Kc. 
PARTIAL LIST OF SPONSORS 
ARMOUR — Carnation — Coca-Cola 
Ebony Magazine — Illinois Bell 
Telephone — Lucky Strike 

Miller High Life 
WRITE. WIRE OR PHONE FOR 
AVAILABILITIES 

SAM EVANS PRODUCTIONS 

203 N. Wabash Ave., Chicago, ill. 
Phone Dearborn 2-0664 



86 



SPONSOR 



still iiHis, wlio liii\<* ;i ilcc))->;c;iti'(l n\cr- 
siiiii lo iiidiraliii^ linw iiincli iiidiicn 
tlicv iirc t;ikiii<; in. As a ftirllicr in- 
(liKciiiciit to hiondcaslcrs, KAIJ will 
niakc use of a ic^pccliMl fiul->;iilii(Miiij; 
orfiani/alioii, lo procc-'S liic dala "liM-ii 
out l)\ stations. 'I'liis js to assnrc <"o- 
ojHTal inj; stJitions lluit llicrc will bf n(> 
leak of information al»ont hnsincss l»r- 
in^i (lone !)) in(li\ iiliuil nutlets. Swee- 
ney lias ahead) held (li-.rnssioiis with 
two prominent fact-fiatlierinf; firms. 

The elTort heing made l)\ l'>\eriiti\ es 
Uadio-Tv Scr\ ice is to <:el additional 
ad a^eiieies to rtneal (hila for the 
EUTS Spol Kiulio Report. This re- 
l)Oit, ])Ut out l)\ James M. ISoer.-^l. 
gives monthl) details on (1 ) thi> lunn- 
hor and eall letters of stations honght 
hy national and rejiional a(herti^ers. 
1 2) whether the time was houjiht at 
ni<:ht or (hirinj; the (hn and {?>) 
whether the purchase was a projiram. 
partieipation. amionncenuMit or station 
hreak. This is the same t)pe of infor- 
mation i)uhhshed hy the Rorabau^li 
Report on Spot Television Advertising;, 
except that Korahanjih gets informa- 
;tion from stations. 

However, while the Rorabangh Re- 
port is a fairK romph^te listing. Spot 
Radio Report is limited at present to 
about 225 hrands or accounts rcjiorted 
h\ 48 agencies. Some of the lo[) spot 
radio users, such as the Ihg Three in 
soap, are not represented. I}ecau«e of 
this lack. Bocrst will make a deter- 
mined cfTorl lo hring more agencies 
and accounts into his fold ne\t fall. 

lioer^t's future |»hiiis follow llie fail- 
ure of an effort b\ Korahangh and he 
lo get detailed spot radio inforniatiou 
from station.- for a Spot Radio Ref^is- 
ter earlier this year. I he pair were 
ainn'ng at coinincing GOO to TOO -la- 
lions (which would he most of the 
stations carr\ing spot radio hnsincss) 
that the\ d he helping themselves as 
well as the industry h\ reporting their 
national spot business. Ilowe\er, h^s 



than saiil the\ wotdd cooperate.j 

In addition Id getting spot radio 
data on where, how often and when, 
the ill-fated Spot Riitlio Register wotdd 
lia\e heeii the ba-i- for e-timating dol- 
lar s|)cnding, much as the Rordliuugh 
Report is now. failure of the Register 
came (les])iti' the jjublic sn])port of the 
HAM ])resident. 

Uorabaugli. who made a sii(<e-s of 
his Report becau-e he started when 
the tv indu-tr) w a- in its infancy and 
also l)(Han-c he received the support of 
a unudier of prominent broadca-ters, 
now sui)])lies, on order, (jnitc a few 
ihiHar figures h\ brands. 

These ilollar figures are not pub- 
lished, however. Uorabangh sa)s that 
it is otdy through |)\-pro(lu< t sale- 
such as these that a survey like his 
can be jjrofitable for. be sa)s. he does 
not make nH)uey on the .sale of hi- 
over-all report. 

Because of the fact that e\ en where 
detailed dollar figures are calculated 
the) are not i)ublished, ])ressure is in- 
creasing on the radio and tv ])romo- 
tion arms l{AI> and T\l> to under- 
write the cost on the theory that media 
itself should supply the facts about ad 
spending. As mentioned previousi), 
U AB is preparing to get iniderway on 
this task by fall. 

There has been some talk of fvR 
pa\iiig for data from Uorabangh. who 
would convert the facts in his report 
to dollar figures. Since Rorahaiic:li 
Report carries most of the tv stations, 
the problem of projecting the dollar 
figures iiatioiuill) is not great. It is 
belic\ed TvB would buy dollar figures 
only for certain categories of products, 
rather than the entire report. How- 
ever, nothing defniite has heen decided. 

Because Rorahaiigli Report provides 
a good start toward the gathering of 
dollar figures in s|)ot tv and because 
of the greater scarcity of information 
about spot radio, interest is centered 
on the latter domain of spot spending. 
The problem of unearthing spot radio 
figures, moreover, is greater because 
of the greater number of radio sta- 
tions — 2.700 comjiared to about 420 tv 
stations at |)reseut — though not all ra- 
dio stations carr) national spot ad- 
vertising. It is felt that even if s|i<>t 
rr'dio spending on no more than 1.000 
radio stations could be gathered, the 
inilleniniii would have arri\ed. \s 
made clear earlier in the article. H \B 
is aiming for the information from a 
cross-section of the radio station- < ar- 
I \ ing national si)ot advertising. * * * 



Z*^r power' 

'aUMBER 
ACRICULTURE,^ 




EUGENE. OREGON 

-CO/^rACr W£ED 6 CO. 




RURAL MARKET 
AWAITS 
YOUR SALES 
MESSAGE 



KUOA 



AM 

AND 

FM 



5000 Watts 
SILOAM SPRINGS, ARKANSAS 

Northwest Arkansas' 
Most powerful station 



1,000^00 

WATTS 

1st in Power 
and Coverage 




WilkeS'Barre 
Scranton 

Coll Avery-Knodel, Inc. 
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1000 wAmf 



w-PAL 

of Charleston 
South Carol 111 (I 




"Summer Radio Stations . . . 
and Summer Not! w-PAL is 
a summer radio station. By 
that we mean we take pride in 
doing a selling job for our cli- 
ents all year long — including 
the summer. Our clients know 
this, and the majority of them 
are year 'round residents with 
us! To reach the lush negro 
market in Coastal Carolina, 
you really need w-PAL! This 
'little doggy station' can really 
'put on the dog' for you!" 



For joe & Company 



for 0 "BfSrf VfR" ^nwWm 

— and we mean the "Best under the sun". 
For those health -giving, energizing rays Hve 

here all year 'round! 

SWIMMING POOL . SUN BATHING 
SNACK BAR • SPORTS • TELEVISION 
SIGHTSEEING • GOLF • FREE PARKING 

Two in a room with private bath includ- 
ing full course brunch & dinner from 
$12.00 per person. Write for illustrated 
brochure and special packaged tours. 



FOX MANOR HOTEL 

Pacific Avenue {Hear the Boardwalk) 

ATLANTIC CITY, NEW JERSEY 




ADVERTISERS' INDEX 



AIMS „..,^.^ 83 

Air Trails 12, 13 

B.MI 85 

lCa.«:ttnan Kodak ., ^. 5" 

Evans Pro<l. , .. 86 

Fox Manor Ss 

Mid-T'ontinent „^ 16 

Mutual ,^ S-9 

Xl'.r Film 14-15 

Pulse . 5S 

Skyline . 78 

TSLX . 22 

Adam YounK , bC 
Ziv u-io 

KP,IO, Hollywood 6 

KCMC-TV. Tcxarkana 3?i 

KTMO. Kansas Pity . 3 

KRliO. Eupenf^, Ore. S? 

KKAB, Omaha „ 47 

KFVD (KPOP), Los Angelfes JG 

KHOI, TV, Kearney, Xebr.. . 8.", 

KI.Z, Denver . 6.^ 

KMBC, Kansas City, Mo. ... . S6 

KXAK Salt Lake City 71 

KOIX TV, Portland, Ore. 49 

KOLX TV, Lincoln, Xebr. ™_ . II 

Kl'lX, San Francisco js-j, 7" 

KPQ, Wenatchee, Wash . . 

KRIZ, Phoenix 82, S4 

KSL, .Salt Lake City 73 

KTBS, Shreveport „ _ . 5 

KUOA, .Siloam Spring.s, Ark. . _ S7' 

KXLY TV, i?pokane -.^.^ . 79 

WABT, Birmingham . . ^„ ...... 66 

WAVE. Louisville 23 

WI5AY. Green Bay, Wis FC 

WBEX TV, Buffalo ... 57 

WBXS, Columbus, Ohio .... 75. 

WBRE TV, Wilkes-Barre ^ S4 

WBTV. Charlotte, X. C. 24 

WCCO TV, Minneapolis .. 42 

WCUE, Akron ... .... S2 

WDAY-TV, Fargo . „ 41 

WEHT T^-. Henderson ., 85 

WEMP\ Milwaukee , 2f 

WFBC TV. Greenville, S. C. 77 

WGX. Chicago .„ S3 

WILK TV, Wilkes-Barre 87 

WITH, Baltimore . .. IFC 

WJHP TV, Jacksonville . . .... . 70 

WKBX TV, Youngstown 78 

WKXB TV, West Hartford. Conn. . .^2 

WKOW, JJadison .„ ^..^ SO 

WMGT, Pittsfield, ilass. ...,„„,_„, 54 

WOl TV, Ames, Iowa ^ %l 

WPAL, Charleston, S. C. ^ 

WPIX, St. Petersburg, Fla. . 89 

WRBL TV, Columbus, Ga. ....... So 

WREX TV, Rockford, 111. - S4 

WSAZ TV, Huntington, W. Va „ 61 

WSJS TV, Win.ston-Salem 81 

WSOK, Xashville * ... 86 

WSYR, Syracuse .. , ...... , 19 

WTOP, Washington, D. C: ..... 62 

WTVJ, Miami „- 21 

WTVR. Richmond „ IBO 
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Tvd Stvi'li', railio-li: r.p. at licntoii &: Itowlfs, 
\ew ) orl{, is busier Uuin ever uorkini; up air 
mcdiu plans for the four new clients It&B acquired 
durinp reeent iieehs: Florida Citrus ('oiniiiission. 
Grove Laboratories, part of Johnsons' If'ax and 
Studebaher, acrountinp for over $13 laillion in total 
additional hillinps. Says Steele: "It seems to nie 
that any advertiser uith a large stake in network 
or national tr today almost requires an ad agency 
in a positioa of leadership in tv because the agency 
must have close ties with aetwork and programing 
sources to take atllantage of ni'w availahilities." 



S^vslrr fiotllu'b will he CHS Ti''s daytime pro- 
graming head hy fall, leaving his post as program 
v.p. of CHS Radio. "This is no reflection on our 
radio network. I feel there's a lot of vitality there," 
says he. "As far as tv is concerned it's no cut 
and dried programing situation. One can't think 
of tr in terms of radio, aor should one thiak ia terms 
of the programing cliche of a few years ago. Tv 
ojjers all kinds of new vistas that have not been 
explored yet." I a til he assumes his new post, Gott- 
lieb is producing the Fraiikic Laine SIiow which 
replaces (Godfrey and Ili^ Friends for the summer. 

iV(»i'iii(iii it. .Voi'iiKiii, ever v.p. of Xorman, 
Craig Kummel, A en- York, says that the new 
agency name (effective .w'nrp 7 July) represents, for 
one thing, the streamliniag of the former Sf'eintraub 
agency s tv department. "Every major agency" 
says he, ''has one-third to half of its billing in tv. 
liy fall we'll hare between $10 and $11 million in tv 
ourselves. Revlon's a $6 million tv account; Blalz 
and El Producto are heavy spot tv clients: Ronson 
has just signed for two \S-minutes of Doiip Edward- 
representing S.3.S million: Selchow & Righter will 
soon go tv. At the beginning of the year we started 
from scratch in tv. hut nctw we're got know-how." 

t'iiifciti; T, Wo.'iUeti'skl wdl be .\ARTB's new 
manager of government relations starting 10 August, 
lie takes over in an era when the industry faces 
importaat governrneataj problems, including the 
impending FCC decision oa fee tv, FCC and Con- 
gressional investigations. (Jhief ?\ARTU altoraei,- 
siace February 1953, he joined the organization in 
1919. la kis aew post he succeeds Ralph Hardy, 
ivho joins CBS as a v.p. in ITashington on 6 Sep- 
tember. ITasilewski became Doctor of Jurispru- 
dent ia 1919. was admitted to the Illinois Bar ia 
1950. lie is now a member of the American Bar As- 
sociation, and serves icith the Committee on Copy- 
right Law Revision, illis former job as chief at- 
torney for ■\ARTB had not been filled by presstimr.) 



QUEEN ISABELLA 

hcx'ki'd Iht jcwi ls lor ii fella 
to jirnvr- thi' wruld w/is roiiiitl. 
'I'lic i-liiiii<'i> sill- was takiiij.; 
was ralliiT worlil siiukiiif^, 
sii|)l)()sc lie liail nili nfiiijiiiid ? 
Hut < "lirii'toplirr knew 
wliat his liiri-r- slii|)S t-mild do 
and Ill's <lis('o\ iwy of A/iwrica 
was in. 

To |*arall('l liis feat 
we rcix'at and rr'pcat, 
vou can (h'scovt-r suci-r-ss 
on \V 1' I N. 

\\'lif>ii you discover WIMN, you 
liavc iiiienrtlied tlie rlaylif/te sta- 
tion preferred by more local ad- 
verliser.s. 

WPl X's ciear eiianncl sifjiial serves 
n market of 790,300 people with a 
huyinfj ineome of $989,010,000.00. 
i iiis doKiiiiaiit new.s stalirm is the 
U i-st Co;i>t of Florida's best daj'- 
tiiiie rarijo biiv ! 

WPIN 

6S0 Clear Channel 

Offiees and studios in the 

Roval Palm llottfl 

St. Petershurg, Florida 

Arthur Mundorff, Ovncr- Manager 

Represented Nationally by 
Walker Co., Inc. 



E X I* i: i\ 1 1: i\ € i: 

AVAIL A K L i: 

PROMOTION 
AND PUBLICITY 
DIRECTOR 



Heavy radio experience u ith 
lof) independent, nfjiliaied and 
network owned operations. 



. nnw 



leic 



IISIOII. 



A lie iS, <ininll famiJ), 
can travel. Box T2.~> 



SF»0.\SOK M) E t9 Street 
New York 1 7. N^' 
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(,-om SPONSOR 

SERVICES INC. 



BOOKS I 



1 ALL-MEDIA EVALUATION STUDY 



155 Pages 



$4 



This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardsticks for choosing 
the best possible medium for each product . . . how 
top advertisers and agencies use and test media 
. . . phis hundreds of other media plans, sugges- 
tions, formulas you can put to profitable use. 



2 TV DICTIONARY/HANDBOOK 



48 Pages 



$2 



The brand-new 1955 edition contains 2200 defini- 
tions of television terms . . . 1000 more than pre- 
vious edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also contains 
a separate section dealing with painting tech- 
niques, artwork, tv moving displays, slides, etc. 

3 BUYERS' GUIDE TO STATION PROGRAMMING 

$2 

The 1955 GI'IDE gives you, in one handy source, 
the programing profiles of radio and tv sta- 
tions. In addition, you'll find separate directories 
of stations specializing in classical music . . . 
after-midnight... folk music... music and news... 
sports . . . religious . . . farm . . . foreign language 
. . . Mexican . . . American . . . Negro . . . film, etc. 

4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratings. 



SPONSOR SERVICES 
"10 East 49th St. 
New York 17, N. Y. 

Please send me the 
SPONSOR SERVICES 
encircled by number 
I' below: 

la 1 2 3 4 5 6 
^ 7 8 9 10 11 12 



ORDER FORM 

Name . . 



i 



Firm 
Address 
City 



Zone State 



□ Enclosed is rpy payment of $ „ 

□ Send bill later. 

Quantity Prices Upon Request 



i 



12 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 



5 TIPS ON HOW TO MAKE GOOD 
TV COMMERCIALS 



20c 



Aneedote-packed article on how to get most for 
least. Aimed at beginners, but useful for vet- 
erans, too. 



6 V^EEK-END RADIO 



25c 



Listener 's-per-set increases 25% on the week- 
end ; out-of-home listening jumps 10%. 

7 NEGRO RADIO HAS COME OF AGE 40c 

20 pages of facts and tips on how to use Negro 
radio successfully. 

S HOW IS RADIO DOING IN TV MARKETS 20c 

Results of Politz Study. 

9 HOW 6 BIG SPOT CLIENTS USE RADIO 20c 

Pall IMall, Esso, INIennen, Shell, American Air- 
lines, Li'/e. 

10 ALL-NIGHT AUTORAMA SELLS 300 CARS 

20c 

Car dealer scores by adopting charity "telethon'" 
idea to auto sales. 



BOUND VOLUMES 



11 VOLUME FOR YEAR 1954 



$15 



Every information-packed issue of spoxsor for 
1954, bound in sturdy leatherette. Indexed for 
quick reference, bound volumes provide you with 
a permanent and useful guide. 



12 BINDERS 



1_$4 2— $7 



Handy binders provide the best way to keep your 
file of SPONSOR intact and ready to use at all 
times. ]\Iade of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference ''library." 
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More radios made 
this year 



New Etiquef 
tv commercial 



Mow to test 
network radio 



Why each market 
needs study 



Am outlets 
multiply 



Canadian radio 
ready for tv 



B&M picks 
new agency 



ICi:i><>ICT TO SI*0\S<>ICS for 25 July 

( I'inithiiu'd fi-oiii i><i(;<' 2) 

Radio Get production, reflecting demand for sets, continues rise. 
May Get production wan over 50% ahead of liiGt year, RETMA reports. 
January to May total this year is 5,853,954 radios compared v.'ith 
4,084,904 during same period 1954. Commented radio network executive: 
"They aren't buying 'em for doorstops." 

-SR- 

While trend in tv commercials is toward simplicity, lack of gimmicks, 
McCann-Erickson recently bucked trend with ultra-fancy film for 
Etiquet deodorant. Commercial is believed to be first combining 
stylized art and props, animation, live action in single frames. 
Samples: animated clock in white ink, ticks off hours of day, makes 
appropriate faces at attractive model ; girl typist rises from chair, 
dances in office skirt and blouse, which dissolve into white ball gown. 

-SR- 

Advertisers who wish to test radio network show and copy under network 
conditions without buying full-scale lineup can lake cue from Coast 
Fisheries, Quaker Oats subsidiary. For 1954-55 season, firm tried 
specially-built NBC Radio network, which slotted account in desired 
test markets. Product was Puss 'n Boots, leading cat food; show was 
"Hotel For Pets," daily serial featuring talking animals, created by 
Lynn Baker agency. Success of venture has convinced account of net- 
work radio's value. Show is expected back in fall on regular netv/ork. 

-SR- 

Why should company with national distribution va ry way it buys ra d io 
and t el evision by markets? This is frequently raised question and 
among best recent demonstrations of need for selective approach is 
provided by A. C. Nielsen breakdov/n on retail food sales. It shows 
food sales gain in 1954 over 1953 was 2.6% for nation. Yet individual 
areas of nation showed variations ranging from 6.3% gain in New Eng- 
land to .3% decline in Southwest. 

-SR- 

Licensed and operating a m s t ations hit new hig h of 2,732 o n 1 July (of 
which 34 are non-commercial) with additional 108 CP's, according to 
NARTB research department. On 1 July a year ago total am licensed and 
operating stations was 2,583. However, total fm stations are down. 
Figure for 1 July 1955 was 540 (all commercial) compared with 553 
year previous. 

-SR- 

Tv's impact on radio in Canada is following same pattern as in U.S. — 
with one big exception: because of U.S. experience, Canadian radio was 
prepared ahead of t ime to meet vid e o competition . Music and news 
programing is well-established in many radio-tv localities, radio 
promotion efforts are stressing multi-set homes, out-of-home listen- 
ing, etc. For complete roundup of Canadian radio tv picture, see 
SPONSOR'S Canadian Section 2 issues hence (22 August). 

-SR- 

Burnham & Morrill agency switch (from BBDO, Boston to John C. Dowd 
agencies, Boston and New York) isn't based on fundamental change in 
media thinking. Dowd is now studying account data, including results 
of television test campaign reported week-by-week in SPONSOR. (For 
latest report on B&M tv test, see page 32 this issue.) 
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■■'FIGHT '^.'^^ 
FOI{ 



SPONSOR'S 
1955 EDITORIAL 



PLATFORIM 



\ 

f 

t 

u 



'*J[iv niir opinion, the proper rule of 
a trade j)aper is not only to inform, but 
to acti^el} lead the way. spo.nsok has 
luiilt on this concept, and its unusual 
growth Is in good measure due to the 
needs it has seen, the causes it has 
espoused."' 

These words appeared at the start 
of the editorial platform we puhlished 
9 February 1953. They still express 
our fundamental editorial philosophy 
as we again set forth for every reader 
the things SPONSOR stands for — and 
fights for. 

During sponsok's nine years we 
have fought for proper use of radio 
and tv ratings, for better commercials, 
for increased recognition of timebuv- 
ers, for a full and accurate count of 
radio listening in all its forms, for the 
formation of HAH and later TvB. 

Notably in the case of recognition 
now accorded out-of-honie and nmlti- 
set radio listening; and the formation 
of both BAH (now RAB) and TvB. 
causes for which SPONSOR has battled 
have been successful. In other in- 
stances the fight goes on. 

Through editorials, through articles 
designed to fulfill our editorial plat- 
form (see article this issue, page 25). 
SPOXSOK \vill fight for these objectives: 

1, We fight for the preservation of 
free television. A change in the 
basic American pattern of com- 
mercial broadcasting should not 
be allowed to endanger a medi- 
um which has proved most effec- 
tive in sei-ving the best interests 
of the greatest number at a cos! 
sustained by advertising. 

2. We fight for the tools advertisers 
need to evaluate the air media 



and the most needed of these 
today is a uniformly acceptable 
television set count and circula- 
tion study, 

•t. We fight for the agency system 
based on the commissions grant- 
ed by media to agencies which 
operate legitimately to earn it. 
We believe it has been a major 
factor in the success of the free 
enterprise system, which has 
been built on advertising. 

4, We fight for better radio and tv 
ratings and a more realistic ap- 
praisal of their values. We are 
convinced that radio and tv rat- 
ings should rarely be the sole 
factor in deciding what to buy. 

5, We fight for better, more effec- 
hxe commercials. Today's great 
frontier in advertising is in the 
field of selling effectiveness. We 
work to show the advertiser that 
if he devotes as much effort to 
researching and improving the 
commercials as he does to nose- 
counting his audience, his profit 
from advertising will multiply. 

6, We fight for regular publication 
of spot tv and radio expenditures 
of companies comparable to fig- 
ures available for all other major 
media. We believe that many 
advertisers will fail to recognize 
the stature of the spot media 
until spot spending comes out in 
the open. This can hurt adver- 
tiser as well as the broadcast 
industry itself. 

7, We fight to convince the adver- 
tiser that radio has a place in 
the American home which nei- 
ther television nor any other 
medium can usurp; that there is 
a secure place for television as 
well. Indeed, we firmly believe 
that every honest medium has a 
firm niche in the rapidly expand- 
ing advertising firmament. 

8, We fight for a full and accurate 
count of radio listening. When 
we began to call for more thor- 
ough radio measurements, multi- 
ple-set and out-of-bome measure- 
ment was virtually non-existent. 
Much progress has been made, 
but much progress remains to be 
made in recording the full extent 
of radio listening today. 

9, We fight for tiniebuyer status at 
all advertising agencies equal to 
spa<ebuyer status. We are grati- 



fied by the progress which has 
been made in recent years, but 
we hope to see and foster even 
greater recognition of the expert 
role an experienced timebuyer 
should be allowed to play. 

10. ^^'^e fight to encourage advertis- 
ers, agencies, networks and sta- 
tions to experiment with and cre- 
ate new program forms, to help 
the industry realize that such ex- 
perimentation and creativeness is 
essential to the growth of radio 
and tv. We regard the constant 
search for new talent as an es- 
sential part of building ever* 
fresh programing. 

11. We fight for the preservation of 
selling based on a firm rate card. 
Nothing is more destructive to 
good advertiser-media relation* 
than a system of barter, 

12. We fight to point out the danger 
of pricing television time and 
program costs out of the market. 
We constantly strive to show how 
this can be prevented. 

13. We fight for effective, factual 
promotion of television and ra- 
dio through TvB and RAB. We 
believe that solidly financed pro- 
motional organizations are es- 
sential to provide advertisers 
with facts they need for buying 
decisions and to keep both of 
the air media strong. 

14. We fight for easier methods of 
coordinating and launching spot 
radio and tv canipaigns. Much 
more spot would be used if agen- 
cies could be shown ways to 
reduce the details presently in- 
herent in these potent media. 
Standardization of forms on 
which availabilities are present- 
ed, in particular, is needed to 
ease the problems of buying. 

15. We fight for clarification of the 
role of air media in merchandis- 
ing the ad\ertiser"s niessagCi 
Much confusion exists as to what 
the client can reasonably expect. 

16. fight for sound evaluation of 
all media based on the fact? 
rather than emotional thinking 
or a follow-the-leader philoso- 
phy. We were impressed, in pre- 
paring our AU-AIedia Evaluation 
Study, with the need for inten- 
sive research into scientific meth- 
ods of media selection, now often 
lacking. ★ ★ ★ 
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The Soulirs I IliS T I N Sh.tion 

is liicliinoiKl's ().\L^ '\ \ Sladoii! 



MAXIMUM 
POWER 
»0,000 WATTS 




MAXIMUM 
HEIGHT 
1049 FEET 



RICHMOND.VA. 



INTER- 
CONNECTED 
WITH ABC 
AND CBS 



Frniii KitlimDiuI. \ iii:iiiiaV capital cii) . WTVR, "the wide area station", 

])inN idrs c<)\ rragc in 70 sui roiiiulinir coiinlio— iiu'lii<Iiiijr a 100 micioNoIt or Ix^tlrr (ctlifiofl 
(iica.-iiicd >ijriial in Norfolk. \ irgiiiia. S(m\ in;; (t\rv 19.'?. 000 .-ct ouiicr-. W T\ K offers 
a coinl)i[iali<)ii of Powcr-l'ackrd Cn\craj;r. Falmloii* Kaliiij;* (a\crap;e iii^lilliiiic 
ratings O'i.')). and Local Program Know-How that >poll> Ii-K-S-l -L-T >. 
0\er 200 regular ueokh sponsors u>e this \VT\ K ^n(•cc^^ formula. Knougli -aid? 



\\ MI^G AM Wi Xm FM NN I S \\ \ \ 

First Station of I irpinia 



A Scnirc oi 11 U E>5 M UH I.N. INC. 

WMBC REPRESENTED NATIONALLr BY THE BOLLINC CO 
WTVR REPRESENTED NATIONALLY BY BLAIR TV. INC 




I 



NOT THE CHORUS... 





V When Adam J. Young Jr. Inc. represents your station, you get 
concentration on YOU exclusively. 

In talking to advertisers, we're not selling a long list of stations— 
we concentrate on YOU and the market YOU serve. 

We represent only 20 top radio stations . . . each in a widely 
separate and distinct market. . 

This policy of exclusivity of concentration gets such impressive results 
that we can afford to concentrate on the star. . . not the chorus. 



ADAM I YOUNG Jr. 



INCORPORAT 

477 Madison A 
New York Cit 



RA©|0 STATION REPRESENTATIVES^. 
N g York » Bostoti • Chicago • St. Louis • Los Angeles • Sati Frauci 



